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Two 


Important Announcements! 


1 





As the result of production economies effected recently, prices on 
all mowers in the present PENNSYLVANIA Quality line will be 
substantially reduced for 1932 deliveries. 

In addition, this world-famous line will be widened to include 


A PENNSYLVANIA MOWER FOR EVERY PURSE AND PURPOSE, 


each representing the utmost in value in its respective price class. 


Consult your jobber before placing any 
orders. Not sold through catalog houses. 


PENNSYLVANIA LAWN MOWER WORKS, Primos, Delaware County, Pa. 












Nou«cenedll & 
Lamson bolts 
with absolute 
confidence... 






It is one thing to sell bolts ees : 4 \ 
and quite another thing to use Bite | -——amsom etre et” 


_ 


them, but every dealer selling 
Lamson bolts knows that the 
user will be satisfied with his 
purchase. Lamson bolts are made 
to only one standard—a standard 
that has stood for 66 years as a 
mark of highest quality. 

In accuracy, in strength and 
in finish, Lamson bolts are always 
uniformly dependable. 

So good a product deserves a 
good package—and here again 
Lamson quality is not wanting. 
Lamson packages have attractive 
labels, printed in bold, easily 
read type, that not only make a 
good appearance on your shelves 
but speed up filling orders. 

Lamson & Sessions produce 
the most complete line of bolt 
and nut products in the world, 


with five great plants at Cleve- 





land and Kent, Ohio: Chicago 


and Birmingham. 


Buy through your Distributor 


LAMSON | 


| & SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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The Balanced Hammer 


Here’s a Hammer you can sell with satisfaction because it’s made by a Century- 
old tool maker taught by experience what to put into a Hammer. 


Drop Forged Heads of special analysis steel. Faces Hardened and Claws Tem- 
pered and Flared. Designed to drive home a spike or a brad and with a claw 
that will grip and pull out either one. Fitted with tough, hickory handles, prop- 
erly balanced. All practical styles and sizes. Price range to meet all require- 
ments. 


The Pexto Hammer is only one of a complete line of quality Tools. Tools that 
Hardware merchants can sell profitably. Jobbers everywhere stock Pexto tools 
and can give Service. Send for Catalog. 





GOOD TOOLS 
Since 1819 





‘aie THE PECK, STOW & WILCOX CO. “si.” 


shige SOUTHINGTON, CoNNn., U. S. A. ao ! 
races . Bed ete 
Ponting: Minn Makers of Good Tools Since 1819 eee, 
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Vacation Days are just beginning 


-.+ OO ARG 
FLASHLIGHT 
NIGHTS! 


‘““HAPPY days are here again. The skies are blue 
.” But the nights are black! Every alert 
Eveready dealer is taking advantage of that. He’s 
cautioning his customers to put an Eveready in 
the grip for the trip. He’s tying-in with Eveready’s 
annual Vacation Drive. He’s using all the dis- 
play-material. Some dealers have even taken the 
big, two-page, two-color Eveready advertisement 
in the June 27th Saturday Evening Post, and put 
it in their windows. 
Vacation days are just beginning . . . Ever- 
eady sales are on the jump. 


- 
~~ 
bad 
~ 
= 
” 
La 
- 
e 





Eveready Flashlight No. 2663. 
It can be used as a candle or 
as a regular hand flashlight. 
Ribbon marking on case cov- 
ered by registered trade-mark. 








The Greatest Battery Improvement 
in Years! 


No more wax-compound tops 
for Eveready Flashlight Bat- 
teries! For the most efficient f 
wax top permits undue evap- 
oration in a tiny cell. The new 
Eveready extra-long-life 
Flashlight Batteries have 
crack-proof, leak-proof metal 
tops! Not even a Houdini 
could escape from these bat- 
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VEREADY 





EVEREADY 


teries. The power islocked in! FLASHLIGHTS 
You and your customers e BATTERIES 


will be more satisfied than 

ever with the new Eveready extra-long-life Bat- 
teries. Sell every vacationist on the idea of taking 
an extra supply. Retail price is only ten cents. 


A Candle and a Flashlight, All in One... 
That’s the New Eveready! 


Here is 2663 — brought out just in time for the 
vacation trade. It’s the most outstanding small- 
size light that ever put darkness on the spot. 2663 
has every Eveready feature, plus the radium dots 
and candle idea. 

ake the top off this Eveready, and it stands 
up on end —a bright, safe substitute for a candle. 
If a motorist has to fix a flat tire alone, he can set 
this light on the road, and work without difficulty. 

2663 shoots a 300-foot beam of light, or can 
be focused for close by. It has the handy ring- 
hanger, safety-lock switch, and little radium dots 
so that the light is easily located in the dark. A 
perfect size for a coat-pocket, hand-bag, or side- 
pocket of an automobile. Chromium finished. 
Retails for $1.50, complete with batteries. It'll 
pay you to push this one all you can! Canoeists, 
campers, motorists, and travelers of all sorts are 
only a fraction of your market. 


NATIONAL CARBON COMPANY, INc. 
General Offices: New York, N. Y. 


Branches: Chicago Kansas City New York San Francisco 


Unit of Union Carbide UCC} and Carbon Corporation 
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HAND MOWERS 


AUTOMATIC 
SELF... 
SHARPENING 





































| THAT WINS SALES FOR &< 7 

4 Self sharpening! Just a pull and a turn of the conven- ciding thousands of Mower buyers in favor of this mow- 
Q —_ sleeve — a turn of the thumb nut to adjust blade er. And remember the’ Eclipse is also the only Mower 
3 ightly against cutter bar — spread a little abrasive on with the famous “Finger Tip” adjustment of the cutter 
@ the cutter bar — run the mower a few minutes and the b . ; . 

ar. No screwdriver needed — simple — instantly ap- 
‘ blades are evenly sharpened as good as a factory new , 

4 job. What Lawn Mower user can resist this simple peals to anyone who has ever used a Mower. Eclipse 
& demonstration? No tools are used — no disassembly of dealers are cashing in on these’ outstanding selling 
2 the Mower. Eclipse automatic self sharpening is de- features. 

if 

Z POWER MOWERS Sewn 

Ee Three sizes and types meet every power mow- POWER MOWERS ; 
& ing need. Made by men who have spent a life- RE tea 

4 time in the study and manufacture of better 

a lawn mowing equipment. 

* Model 25 — 25 inch cut ECLIPSE MACHINE 


Model 21 — 21 inch cut 

Model 20 — 20 inch cut 
All equipped with latest Briggs & Stratton 
4-Cycle Automotive Type Engines. 


COMPANY 


31 Main St., 


Prophetstown, III. 
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The New Model “M” One 
Minute. The World’s Great- 
est Low Price Washer. A 
Business-Winning Machine in 
Any Competition. 













ae 
(aes 
Megs 
Be ~ 
at 










PRICED RIGHT 


There’s nothing skimpy or frail about this new One 
Minute Model “M.”. It looks and performs like machines 
selling for twice the price. You don’t have to “soft 
pedal” on any statements you make about the Model 











“M”—It will live up to any The Model MG with Briggs & 
li Ik hi Stratton 4-Cycle Auto-Type En- 
— ine. A fi Wash ith in- 

se ing ta anyt ing you ian monk on ‘toh uty 






and price for homes without 
electricity. 


say about it. 















Quality Features—Make Selling Easy 


The Model “M” One Minute is a full capacity machine. 
Best grade of porcelain tub—fast washing lynite submerged 
agitator—Lovell “pressure cleanser” type of wringer— 
Outside Clutch—Trouble free quiet gear assembly—Full 
tub opening. Wire or write for — The Famous Model 20 One 


Minute. Highest quality Washer 


. aile , construction, yet it sells at less 
complete details and prices. ee | . . 


ONE MINUTE MANUFACTURING COMPANY 
NEWTON, IOWA 
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4 Get Your Share of 






the Fence Business 





Besides the regular business you do in Wissco Chain Link Netting that you 
regularly carry in stock there are other well worth-while profits you can en- 
joy from fencing. This is how to collect them. Keep the New Wickwire 
Spencer Fence Catalog handy. When you hear of anyone requiring netting 
of any width, a fence complete with posts, rails and gates, or a completely 


erected fence, interest them with cuts in the catalog. Get 
complete prices from us or your nearest jobber. We make 
and do erecting of everything in the way of Wire Fence 
from the low 3’ lawn types to husky barriers seven and 
eight feet high with arms and barbed wire. 


WickwirE Spencer STEEL Company, 41 East 42nd Street, New York City 


Buffalo, Philadelphia, Chicago, Tulsa, Worcester, Cleveland; Pacific Coast Head- 
quarters: San Francisco; Branches and Warehouses: Los Angeles, Portland, Seattle 


WICKWIRE SPENCER 
CHAIN LINK FENCE © 








Wickwire Spencer Steel Co., 41 East 42nd St., New York City 


Send me your latest catalog showing how I can get my share of all the fence business. 
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EIRMIPORTANCE 


of buying quality in 





RIVETS 


T HAT you cannot get something for nothing is almost axiomatic. 


Inferior rivets made to sell at a price make dissatisfied customers. 
The little extra that you pay for our Tubular and Split Rivets makes satisfied 
customers and helps to insure the future of your business. It pays to sell quality 
rivets. 


TUBULAR RIVET 
& STUD COMPANY 
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Now °6050 FOR 


A WASHER 


Again Automatic sets 
the pace in the low 
priced washer field! 


A STURDY WASHER / 
A FULL-SIZE WASHER ! 
A BEAUTIFUL WASHER ! 


Made by Automatic! 
Guaranteed by Automatic! 


Now comes a sensational new value in elec- 
tric washers. Not only a washer at an amaz- 
ingly low price, but a washer combining low 
price with matchless quality. A washer with 
a reputation, appearance and quality that give 
it outstanding sales appeal. 

The new Model 29 Sentinel Washer, at 
$59.50 retail, is designed to meet every price 
challenge... to smash all previous values. 
While it more than meets today’s price de- 
mands, the real sensation in its offering lies 
in uncompromising mechanical excellence, 
unrivaled performance ability, and genuine 
beauty of line and finish. 


How this washer will sell ! 


You can judge that at a glance. Never before 
have you had the opportunity to pass on to 
your trade such a value as is offered in the New 
Sentinel Model 29. Its tub is gleaming por- 
celain enamel, inside and outside, and has 
full six sheet capacity. Standard motor, rubber 
mounted. Its agitator is die cast aluminum. 
Completely enclosed gear case, reinforced 
steel base, legs, casters, wringer ... all are 
made for lasting good service. 







































BY AUTOMATIC 
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i “SE NTINEL 


Pr 
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The Model 29 Sentinel Washer is made 
by Automatic... guaranteed by Automatic. 
You know it will sell! So, by all means, 
investigate now. Mail the coupon for a 
local shipment or further information. 
AUTOMATIC WASHER COMPANY, 2201 W. 
Third Street, Newton, Iowa. 
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Gentlemen: Ship us --------.----Model 29 Sentinel 
(quantity) 


Tpeeeees (oe... ..2--..=...- rE cycles. 
CO Check here if further information is wanted. 

















Keep Moving 
the Goods 






rt 

& Countless tons of hardware 
j are regularly hauled from 
é 
? 
4 
r| 








Manufacturers’ Plants. On 
to the jobbers'to be shipped 
to the dealers—who keep it 
moving to a ready, waiting 
market. 
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This ready, waiting market 

is stimulated by the Dealer } 
f —largely through the prac- 

tical merchandising stories 
and proven sales creating 

ideas furnished him weekly 

by his trade paper, Hard- 

ware Age. \ 





Hardware Age keeps mov- b 
i ing the goods. - 
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Hardware Age (f° 
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HE TRUTH about any pro- 

duct travels fast. If it is a good 
product, those who buy it are go- 
ing to say pleasant and profitable 
things about the one who sold it 
to them. 


If you sell a Nicholson or Black 
Diamond File the purchaser prob- 
ably has a speaking acquaintance 
with three or four hundred peo- 
ple. To some of these he is going 
to put in a good word for you. 


You increase that invalu- 
able asset carried as good 
will by selling Nicholson 
and Black Diamond Files. 


Your Jobber Can Supply You 


Y 
itt a tenn at et 
U.S.A. 


Providence Factory 


NICHOLSON FILE CO. A FILE FOR EVERY PURPOSE 


JULY 9, 1931 


Files that make 
the file buyer 
put ina good 
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Philadelphia Factory 
G. & H. BARNETT CO. 
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DOWN 
GO 
PRICES 


on our BIG ACE 


Automatic-Cant-i-lever 


TACKLE BOXES 


Now! You can offer your trade some real “Box Office 
Attractions” in Outing Big Ace Automatic Cant-i-lever 
Tackle (and Tool) Boxes. Here are the new prices, 
subject to your usual trade discount. 





Big Ace Tackle Boxes 


EACH 
No. 1212 (12 inch) now only ......... $3.50 
No. 1216 (16 inch) now only ......... $4.00 
No. 1221 (21 inch) now only ......... $4.75 


Big Ace Tool Boxes 


No. 212 (12 inch) now only... ....... $3.50 
No. 216 (16 inch) now only. ......... $4.00 
No. 221 (21 inch) now only. ......... $4.75 





These Big Ace Boxes are of strong folded steel electric- 
welded construction, with two cant-i-lever trays. Olive 
drab finish. Baked enamel inside and out. Sturdy rust- 
proof hardware. Absolutely no reduction in quality. 


The Big Ace Junior, No. 716 (16 inch). 
Just like the “senior” but with one (only) | 
cant-i-lever tray now lists at $3.25. 
This is the heart of the buying season for fishing 
tackle and equipment. Display these Big Aces, at 
these new prices, and you'll make sales. Order now 


to get the full benefit of your selling season. Satis- 
faction guaranteed. 


-OUTICSG : 
MANUFACTURING CO. 


Originators of the Automatically Operated Cant-i-lever Box 


ELKHART: INDIANA 


Pacific Coast Representative: McDonald & Linforth, 
San Francisco, California 
OUTING MANUFACTURING COMPANY o19 
704 Jackson Street, Elkhart, Indiana 
Gentlemen: Without obligation please send Catalog of Outing's Tackle and 
Tool Boxes to 











Name 


Addr 





Town eoscemn -— State — 


































Do you have up-to- 
date Toys such as 






these on your counter ? 


The vehicles in the above picture are real 
Arcade cast iron Toys, yet one might almost 
believe it was an airplane view of a truck and 
auto-show. 


Notice the Ice Truck with ice tongs, the 
Reo Coupe, a sporty model with rumble seat, 
and the Mack High Dump Truck that elevates 
its load above the level of the top of the cab. 


These same toys will look equally as well 
on your counter and present as fascinating 
a view to your customers as they do to you. 
Order them now, they are all year ‘round 
sellers. 


Write for a catalog, ask your jobber for prices. 
“THEY LOOK REAL” 


ARCADE «=. TAYS 


ARCADE MANUFACTURING COMPANY 
FREEPORT, | ILLINOIS 
REPRESENTATIVES: 


BRANCH OFFICES: J. T. Rowntree, inc. 


New York San Francisco Portland Salt Lake City 
200 mead i Los Angeles Seattle nver 
Boston Dallas 


Chicago 
Merchandise Mart Room 14111 


A. T. Otis D. D. Otstott, Inc. 
111 Summer St. Santa Fe Bidg. 
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. . TRUE PALS .. 


Their Dog and Union Hardware Roller Skates 


You, too, Mr. Dealer, can make “True Pals” of boys and girls who 


crave sport giving roller skates. 


Union Hardware Roller Skates are that kind. They are thorough- 
breds. They glide swiftly and easily. That’s why they appeal to 
youngsters. Like a dog and his master they become inseparable. 


Rugged construction; finest ball-bearings; self-contained steel rolls; 
trucks that oscillate with best rubber cushions; straps of strong 
grain leather; an extension feature which makes one size skate ad- 
justable to fit the shoes of growing children; a fine finish, and 
POPULAR PRICES. 


These are the features that insure steady SALES and PROFITS for 


every merchant who displays The Union Hardware Line. 


All jobbers handle Union Hard- 
ware Company Skates. Write for 
catalog of complete line for men, 
women and children. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


Established 1854 Incorporated 1864 


TORRINGTON, CONN. 





Children New York Office 151 Chambers St. For Boys and Girls 




















Greater 


No. 98 
All Metal Coaster Wagon 


Sets a New Standard of 
Value in its present price 
class. 


35” x 1514” x 5” extra heavy ribbed steel bed. 
10” roller bearing balloon wheels. 7%” heavy rub- 
ber tiring. Polished nickel hub caps. 14” steel 
axles, heavily braced front and rear. Heavy steel 
sides rolled top and bottom, embossed panels. 
Compare with others before you buy. 


Values 


for 1931 
















A Larger, 
Finer line of 
Wheel Barrows 

















No. 53-63-73 COMBINATION 


Built of the same heavy steel as the larger coaster 
wagons, and as strong and sturdy. One piece 
drawn metal beds, heavily braced for long, hard 
abuse. Win trade appreciation with SON-NY 
quality. Write for complete information and new 
low prices on Son-ny coasters and playground 
equipment. 


The Dayton Toy and Specialty Co. 
1114 Bolander Ave. Dayton, Ohio 











Nery 


NEW YORK 
151 Chamber Street 
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THE NEW 


IVER JOHNSON 
22 SAFETY RIFLE 


Nothing Like It on the Market: 
Super Safety Has Made It The 
Most Popular 22 In America 


a 


Iver Johnson's Arms @ Cycle Works 


FITCHBURG, MASS 





CHICAGS 
© “ Lake Stree 


SAN FRANCISCO 
Market Stre 


































| 
| 
| 2,500 rooms. A radio, tub, 
shower, circulating ice water, 
Servidor in every one of them. 
| Extra value! 

| Every room an outside room— 
and 85% of them priced at $3.50 
to $5.00. Extra value! 

116 new sample rooms. Four 
popular price restaurants, includ- 
ing a “speed counter” 
Coffee Shop—with 
food that is the talk 








RALPH HITZ, Managing Director 








It’s GOOD BUSINESS 


to stop where Business is Good! 


You'll find extra 
value in every- 
thing at New York’s 
most successful 
hotel... 


of the town. Extra Value! 

A location in the heart of mid- 
town Manhattan “next door to 
everything.” Private tunnel to the 
Pennsylvania Station. B. & O. 
Motor Coach connections, too. 

The overwhelming success of 
the Hotel New Yorker is not 
built upon low rates alone; it 
is built upon BIGGER AND 
BETTER VALUE. Come and 
get it! 


NEW YORK’S MOST POPULAR HOTEL 


HOTEL NEW YORKER 


34th Street, at 8th Avenue, New York 
Chicago Office: 77 W. Washington St. 
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REG. U. S. PAT. OFF. 


Anytime You Want to Increase Your Sales of Grinding Wheels— 


Carry CARB 
and ALOXITE BRAND 


ORUNDUM 


REG. U. S. PAT. OFF. 





UST stop and consider that there 

is an ever growing demand for 
good grinding wheels in the 
smaller sizes. 
Be prepared to meet this de- 
mand coming from the garage, 
the small repair and machine 
shop—the home work shop— 
and dozens of other sources. 

In Carborundum-made grind- 
ing wheels you can give them 
any standard size—and grit— 
to meet their grinding needs. 

Fast, clean cutting wheels 
that hold their shape, show long 
life. 

It surely will pay you to stock 
these wheels. 

And to make your sales easier 
we will gladly supply you with 
the metal lithograph panel to 
display a fast selling wheel 


assortment. See illustration. 





[ Send for the details ] 


CARBORUNDUM or? ALOXITE 
- Grinding Wheels -- 
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THE CARBORUNDUM COMPANY. Niagara Falls. N. Y. 


CA NA D EAN 
CARBORUNDUM 
c O., LE Dp. 
NIAGARA FALLS, ONT. 





Sales Offices and Warehouses in 
New York Chicago Boston 
Philadelphia Cleveland Detroit 
Cincinnati Pittsburgh Milwaukee 
Grand Rapids Toronto, Ont. 


CARBORUNDUM AND ALOXITE ARE 
REGISTERED TNACE MARKS OF 
THE CARBORUNDUM COMPANY 
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» COUPON «= 


THE CARBORUNDUM COMPANY 


Send me full details regarding your wheel assortments. 























































Under present conditions there are prob- 
ably fewer gun buyers who can or want to 
put from $50 to $150 into a gun. Undoubt- 
edly there are more possible purchasers who 
have more time to use a gun than in normal 


Se times: 


Are you in position to profit 
by this combination and at the 
same time make a satisfied cus- 
tomer? 










H & R Single Guns offer the greatest 
value for the money and you cannot buy a 
better shooting gun at any price. 


If not acquainted order a sample through your 
Jobber or write us for information. 


HARRINGTON & RICHARDSON ARMS COMPANY 


WORCESTER, MASS., U. S. A. 

















. 


THE MONARCH PRODUCTS CO., Tiffin, Ohio 


BERT SCHEVUER—45 E. {7th St., New York—HAROLD SCHEUER 
Write for Catalog and Price List 











For Dealers Who Sell Guns cere 


—— 
Every owner of a fine shotgun or rifle will value a copy of our new 16-page HOPPE § 


Gun Cleaning Guide. Tells how to keep guns in absolutely perfect condition. LUBRICATING 
Let us send you a supply, with your imprint, for free distribution among your 
customers. 


1 HOPPE’S Nitro Powder Solvent No. 9 


Used by experts to keep gun bores free from destructive leading and 
rust. Our small counter display will make steady sales during the fall 
and winter season. Constantly advertised. Order from your Jobber. 





HOPPE’S Lubricat- 


FRANK A. HOPPE, INC. : porems later 


guns and household 


2314-H_ N. 8th STREET PHILADELPHIA, PA. uses, ts another 
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MON for CHILDREN RLUmMiRg | Good Management 





WAGONS 
is merely the transmission 
SCOOTERS of the intentions and pur- 
VELOCIPEDES - PEDAL CARS poses of the management 


through the staff to the 


customers. 


SAFETY CYCLES - BABY WALKERS 

















HARDWARE 








Cede is tightening. Goods 
move most satisfactorily and profitably over 
shortest distances between producer and 


A, I consumer. Retail dealers rightly are 
—————— ae : : Dees 
SSS ES demanding the sort of service facilities 


which enable them to give promptest 














service with minimum stocks. 





























Here, in one of the country’s best pros- 











pering territories, 21 million people 











look to Kansas City as the principal 
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IN KANSAS CITY 


Engineers report that the 6-foot 
Missouri River channel to the 
Mississippi is almost completed, 
almost ready for barge line opera- 
tion. This new-old transportation 
artery shortly will give low-cost 
water connections with all inland 
waterways and with the seaboard. 


9 
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source of commodity supply. And, of 
this vast group, 19 million are served 
more economically from Kansas City than 
from any other market. 





Kansas City has every transportation 
advantage. Twelve trunk line rail- 
roads radiate in every direction giving 
fast passenger and freight service. The 
6-ft. Missouri River channel is almost 
completed. Regularly scheduled air- 
plane service connects Kansas City 
with every section of the country. 
Here, too, is an important center of 
truck and bus transportation. 


Get nearer this vast market. Serve the 
Kansas City territory from Kansas City. 
Utilize its transportation and manufac- 

turing advantages to your own profit. 





INDUSTRIAL COMMITTEE OF 
THE CHAMBER OF COMMERCE OF 


KANSAd gC T Nevo 


INDUSTRIAL COMMITTEE, CHAMBER OF COMMERCE, 
KANSAS CITY, MISSOURI 


Please send me the facts about Kansas City. I am interested in the 


industry. 








Name 
Firm 
Address 
City State. 

{I saw your advertisement in Hardware Age} 


























Water Systems 


m» Modernize 
Country and 
Suburban Homes 


Summer Cottages 
Farms & Country 
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Shallow Well Home #3 
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2 Sizes-250 to300 
Gallons per Hourg 


Dealers who know mar- 
ket conditions in their lo- 
cality are becoming more and 
more successful in their water system 
sales efforts. 






Just keep in mind that every farm, 
every suburban or country home, 
everyone who works or plays beyond 
the city water main, is a pump or 
water system prospect. 


Perhaps it will only be a small unit, 
or it may be one of larger capacity. 
Whatever the need, whatever the 
price, there is a dependable Myers Water System of 
known value that will satisfactorily meet all require- 
ments. 

What others accomplish, you too, can do. Many deal- 
ers are selling and installing from ten to one hundred 
and fifty Myers Water Systems yearly. Your success 
will only be limited by your own efforts. We solicit 
inquiries from aggressive dealers. 


Tt F.E.MYERS & BIRO.ce: c6. 


SHLAND, OHS. 
RN FARTORY ond 


Manufacturers for over ‘Years HONOR BIL) 
WATER SveTENS- na may =e UNLOABING FOOLS ban 





RS- STORE LADDE! 
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This can be 








any job better with 


AMERICAN 
SCREWS 








‘THE first thing for your 
| ~ customers to consider 
es] when selecting screws is 
| known quality and the sec- 
| ond, the type of screw best 

| fitted for the particular job. 
| 


| American Screws have sharp 
| gimlet points, true - running 
| threads and slots which stand 
| the strain. They are made in 
| types and sizes to meet all of 
| your customers’ needs. 


Your customers can do any job 
better with 


AMERICAN SCREWS 


00k" Tie 
‘ie 
WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE.R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SE.CHICAGO. ILL. 
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Your customers can do 
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LEANBORE Hi-Speeds have added a new interest to 
shooting with a .22 rifle. Millions of men and women, 
boys and girls, on vacation this summer, will want to ex- 
perience the thrill of shooting these faster, harder-hitting, 
most accurate cartridges made. Kleanbore Hi-Speed .22's 
were the first on the market. They‘re the most widely ad- 
vertised. And they bear the name of America’s Chosen 
Ammunition — Kleanbore. 
Your jobber will supply Kleanbore Hi-Speed .22’s. 
Don‘t submit to substitution. Your customers won't. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway New York City 


sorm rirmt 22 SHORT caarrnioces 
Si/vadry ff. Speed Bullets 


KLEANBORE 


25% greater aver- 
age velocity—in 
some sizes 35%. 
50% greater aver- 
age power—in 
some sizes 80%. 
Short, long, long 
rifle, and W. R. F. 
solid and hollow 
point bullets. Lead 
Lubricated and 
Silvadry (ungreased). 











NEW Model 33, Bolt Action, Single Shot, take-down. 24 inch 


barrel; American walnut stock; steel butt plate. Cham- 


bered for .22 Short, Long and Long Rifle regular or Hi-Speed cartridges. Automatic 
ejector. Safety features—rebounding lock, double locking lugs, bolt safety which 


also permits unloading cartridge from the chamber without letting the striker down 


Bolt head encased in receiver in- 
sures safety and improves accuracy, 


ee ee | 


SELL “EM 


on the head of the cartridge. Weight about 4% pounds. Retail Price, $5.00. 





Model 12, Slide Action, .22 Caliber Repeating 
Rifle. Retail Price, Standard Grade, $19.85. 


Model 24, Autoloading, .22 Caliber Rifle. 
Retail Price, Standard Grade, $25.45. 


IN THE SUMMER 


AND YOU'LL SELL ‘EM IN THE FALL 


AKE a drive on these Remingtons for vaca- 

tion use and you'll sell more of them all 
year ‘round. Fishing, auto-touring, or in summer 
camp or cottage, a .22 rifle provides ideal amuse- 
ment. The suggestion is all you need to get one of 
these little Remingtons into the equipment of thou- 
sands of vacationists. » The new Model 33 is a 
leader that will pack the store. It’s the finest bolt 
action .22 ever produced for the money. No one 
who sees it would ever consider buying any other 


REMINGTON ARMS COMPANY, Inc. 
25 Broadway New York City 


Originators of Kleanbore Ammunition 


‘dpe ; 


rifle of this type. Its safety features alone make 
it the certain choice. But in every way it is 
miles ahead of competing models. No one can re- 
sist a second look at this sensational rifle at the 
sensational price of $5.00. And once 

you get them looking at it, you can 

sell a lot of the more expensive 

models, too. Your jobber will 

supply you quickly. Model 

33 deliveries in July. 
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More Ames Shovels 


é are sold than 
any other kind 













AMES SHOVEL & TOOL CO. 


NORTH EASTON MASS. ANDERSON, IND. 
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DO YOU 
WANT TO 
TAKE A 
CHANCE? 


Giacniinc is one of the 
oldest ways to try to make 
money. 

You may win—but you can’t 
be sure. 

Trying to sell on a “price” 
basis in competition with every 
other business is a gamble! 

The men who make money 
without gambling are the men 
who work for it. And when- 
ever business gets to operating 
on the basis of “cut prices” the 
real salesman is going to lose 
his job. 

Selling is not gambling. Luck 
follows the man who works 
hardest. And you are lucky if 
you learn that lesson without 
it costing you a lot of money. 

A business based on value 
can always outlive and outearn 
a business based on price. Your 
first job as a salesman is to 
show people quality—such real 
values as “SILVER STEEL” 
and “Taper Grinding” in saws 
—to show them what this qual- 
ity means in added service and 
time and material saved—to 
show the real value of service. 





Anyone knows a good Atkins 
Saw will save in the long run— 


save every time it is used. Why 
gamble with the “cheap” imita- 
tion? 

Shoot “craps” or play poker 
or the ponies as a diversion but 
don’t let it interfere with your 
business. And whatever you do 
don’t confuse “price” with 
“value.” 

The worst gamble any sales- 
man can make is to get the idea 
that “cheap,” bargain-built, 
saws and tools will help him 
make more money. The better 
the quality—the better the 
value in service. 

You can avoid gambling in 
business and gambling with 
your job and gambling with 
competition if you learn to stick 
to the standard of selling qual- 
ity to give value in service. 


(Signed) 


L§ 





ACTIONS BEAT WORDS 


E sure to read SAM’S MESSAGE in next week’s issue wherein he deals 
further with the all important subject of turning prospects into customers. 
And, while you are thinking of it, write us to place your name on the list to 


receive SAM SAYLES’ Complete Series. It’s free for the asking. 


ATEN 
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No. 65 
Ship Point 





A NOTHER of Atkins 
most popular patterns. 
Same saw as Atkins No. 53, 
except straivht back. SIL- 
VER STEEL, Damaskeen 
finish, embossed and _ pol- 
ished applewood handle, 
Perfection Pattern that pre- 
vents wrist strain. Made in 
both regular and ship pat- 
terns. 


No 65 regular comes in 
18, 20, 24 and 26 inch 
lengths. 


Ship point in 26 inch 
length only. 


This saw can be sold 
where quality, workman- 
ship and good results are 
wanted, and at a price that 
will pay you a good profit. 


There is a best in every: 
thing and in Saws—it’s 
ATKINS. 


It might help you to read 
“Atkins Saws on the Farm.” 
We will send you a copy 
without charge if you write 
and ask us. 












HARDWARE AGE 





~ 

















ARDWARE AGE 


The Hardware Dealers’ Magazine 





GEORGE H. GRIFFITHS 
GENERAL MANAGER 


P. J. CosGRAVE, Advertising Manager 
LLEW S. SOULE, EDITOR 


CHARLES J. HEALE 
Managing Editor Vol. 128 


J. A. WaRREN, J. M. WITTEN No. 2 
Associate Editors 





a U.B. P. PUBLICATION 


Highlights of This Issue 


Cure put Ss 










(E-8-GAtLAnE 

PAINTS A WORD 

PICTURE OF THE 

MASTER HARDWARE 
RETAILER —— 











ae aon POPULAIL 
SEE THAT YOUR SToue 
OF PICNIC SUPPLIES 
1S COMPLETE —_ 








ii ty) 


‘ij 








Dames sendes” 
RTS 

LINE — FISHING AD WARNE AGE ws 
TACKLE. FOP 
INSTANCE— 




























st A RGIP>—-AMEAR'ROUND 
—T PAYING 
PROPOSITION 





Q-F- EREY INTRODUCES YoU 
To Your WINDOWS 





















Sell Saccesstal Brushes 


SBORN BRUSHES succeed where lesser 
brushes fail. Hardware distributors selling 
Osborn Brushes are selling the greatest possible brush 
values and making greater yearly profits doing it. 
One of hundreds of the successful line of Osborn 
Brushes is No. 666 Roof Brush. No doubt about it 


—this brush is a star seller and profit-maker. 























Sell successful brushes — Osborn Brushes. 


JHE OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVENUE - CLEVELAND, OHIO 
Branch Offices: New York, Detroit, Chicago, San Francisco, Los Angeles 
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TRADE WINDS 





by LLEW S. SOULE 


Expensive Habits 


ABITS are easy to form and difficult 
H to throw off. We are creatures of 
tradition. The greatest obstacle in 
the path of the independent retailer today is 
the natural inclination to cling to the mer- 
chandise and methods which won success in 
the past. Habits are inflexible, and modern 
business demands a flexibility that will meet 
constantly changing conditions. 


There are three basic reasons why the chain 
stores—the hardware man’s most versatile 
competitors—have met with such success to 
date, they are: Price, Display and Advertis- 
ing. In all three the chains have excelled 
because their competitors were handicapped 
by habit. 

For generations it had been a custom for 
retail hardware merchants to keep their mer- 
chandise on shelves or in boxes and bins. 
Chain store men were pioneers; they had no 
merchandising habits or traditions. They 
sorted their merchandise, put it all on display 
and cashed in. 

Hardware advertising had been deplorably 
weak. In many cases it simply carried the 
stale news that John Jones conducted a hard- 
ware store. Chain stores made capital of this 
fact. They told people specifically what they 
carried, and how much it would cost. Again 
they “registered.” 

Then there was the matter of price. Custom 
had built up costly habits in the form of so- 
called services, which in many cases left loop 
holes for less service and lower prices. These 
habits were evident all down the line from 
manufacturer to wholesaler to retailer to con- 
sumer. The chains offer but two services— 


merchandise and price. /f they can win out 
on that basis alone, they deserve to win. 


Proper economies and increased efficiency 
among independent hardware men can eventu- 
ally wipe out the bulk of the price obstacle, 
provided the dealers do not become obsessed 
with the idea of going into the 10-cent store 
business. No independent hardware mer- 
chant can ever make any real money by 
switching his stock and efforts from a quality 
to a price basis. He should be able to meet 
chain store prices on strictly hardware items, 
but he must be able to sell quality items on 
which there is no chain store competition. 
Also he must do his part in lowering distribu- 
tion costs. 


The questions of display and advertising 
have been answered for him. He must either 
put his goods on display and advertise them 
properly or fail. Price means nothing unless 
there is something in plain sight on which to 
pin that price. R 


The time has come for a right-about-face. 
Old merchandising habits must go the way of 
stone hatchets and wooden plows. The new 
habit of keeping your business constantly 
adjusted to changing conditions now has the 
floor. 


If you don’t realize that conditions have 
changed just try crossing main street on a 
busy day. Better still, try to find a parking 
place in front of a really modern store. Then 
go back, look your business over honestly, 
and start in breaking habits. Incidentally 
you will probably break a few sales records 


while you are at it. 












Sounding 





the keynote 


for the Cleveland Con- 


gress, 


E. B. Gallaher 


gave this outline on the 
fundamental require- 


ments of 


“A Master 


Hardware Retailer.” As 
the various state con- 


BPN establishing our 
| Master Merchant — 

our ideal merchant 
—let’s set our sandard 
as high as possible—let’s 
establish an ideal which 
will be hard to approach; 
then let us get busy and 
see just how close each 
one of ‘us can near the 
goal. 

Let us analyze our 
ideal—the Master Mer- 
chant—by first taking up the 
technical part of his business— 
then looking over his human re- 
quirements. 

It is fundamental that we are 
in business for one purpose only 
—to make money. If we cannot 
make money we have no excuse 
whatever for staying in business, 
as a losing business at once be- 
comes a menace to the entire com- 
munity, which is always forced 
to assume all losses. Our past 
record as money-makers thus be- 
comes paramount. 


Our Obligations 


But, in making money by serv- 
ing the public, we assume some 
very direct obligations to our 
community, which we cannot and 
must not ignore, otherwise our 
money is ill-gotten. 

We cannot do any job well un- 
less we have good tools to work 
with—this also is fundamental. 
The merchant’s tools are many 
and varied—let’s look them over. 
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ventions 
will be based on the 
Cleveland program, Mr. 
Gallaher’s message will 
be of interest to hard- 


next winter 


ware men. 


In the first place, our organi- 
zation must be correct—everyone 
who has an interest must have his 
interest properly and legally pro- 
tected. Many a business, when 
small, has been carelessly organ- 
ized, with the result that when it 
grew to be worth something, in- 
ternal differences have arisen to 
wreck it. 

If we are incorporated, we 
should go through all the formal- 
ities prescribed by law, seeing 
to it that each technicality is re- 
ligiously observed at the time and 
in the manner prescribed. Other- 
wise we are courting trouble for 
the future. 

If we are a partnership, we 
should see to it that proper part- 
nership papers are _ legally 


drawn, which provide for the con- 
tinuation of the business in case 
of the death or withdrawal of a 
partner, and which will, at the 
same time, protect the interests 
of each partner, both in life and 
in death. Many fine institutions 








E. B. Gallaher 


have been seriously crippled by 
the death or withdrawal of a 


partner due to an improper part- - 


nership agreement. 

If we are a sole owner, we run 
even a greater risk of defective 
organization, because, not hav- 
ing to account to anyone but our- 
selves, we are apt to consolidate 
or mix our outside, private inter- 
ests with our business—some- 
times using the funds or credit 
of the business in other ventures 
—sometimes mixing outside ac- 
counts in our books, such as in- 
vestments, speculations, etc. Noth- 
ing is more dangerous. Every 
merchant should run his business 
as separate and distinct in every 
particular from his personal af- 
fairs. 
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a MASTER RETAILER 


Thus we can say that the first 
requisites of the Master Merchant 
should be that the organization 
of his business must be along 
sound and legal lines and must 
be so scrupulously maintained, 
also that he is doing business 
profitably. We must have a sound 
foundation to build on. 


Financing 


Our next concern is our finan- 
cing—a business which is not 
properly financed is licked before 
it starts. We cannot conceive of 
a Master Merchant who is im- 
properly financed—it simply 
could not be. 

The basis of all financing is 
credit, and proper credit is only 
obtainable where there is a nice 
balance between cash on hand, 
accounts receivable, stock on 
hand, and cost of doing business. 

A merchant becomes financial- 
ly weak the moment he attempts 
to expand his business beyond 
his ability to convert his stock 
promptly into cash at a profit, 
and in sufficient quantity to dis- 
count his obligations as they fall 
due, or when he lacks capital. 

This does not mean that a busi- 
ness should not borrow from the 
bank— proper and _ legitimate 
borrowing is a good and healthy 
thing for any business. 

It does mean, however, that 
when we do borrow we must fig- 
ure out accurately just how and 
when the loan will be liquidated. 
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Loans should always be self- 
liquidating. They should be made 
to acquire and pay for goods 
which are known to be salable, 
and not otherwise. To borrow on 
goods of unknown salability is 
taking an unwarranted risk, and 
where such borrowings are made 
they must be protected by com- 
pany capital so that they can be 
promptly met should the goods 
fail to move. 

Borrowing of any kind for cap- 
ital account should not be toler- 
ated, as such loans virtually make 
the bank an unwilling partner in 
our business. This is not a bank- 
ing function and always reflects 
weakness in the financial struc- 
ture of our organization. 

We may, therefore, state that 
the second basic requirement of 
our Master Merchant is that his 
business, whether large or small, 
shall be amply capitalized for 
the volume of business he is able 
to do. 

With a properly and legally 
organized institution which is 
amply capitalized to carry on its 
work, we are now ready to do 
business, so we must look over our 
other tools. 


Merehandise 


We must have a store to do 
business—a _ stock of goods— 
means for selecting and buying 
this stock—a proper and ade- 
quate means for keeping a com- 
plete record of all our transac- 
tions; and a means for selling 


what we have bought. Let’s look 
over each item: 

Our Master Merchant will nat- 
urally be very careful in the se- 
lection of location, as proper lo- 
cation has a marked influence on 
the buying public. 

He will also select a store 
which is right in size for the vol- 
ume of business he is able to do. 
A store which is either too large 
or too small for his requirements 
is a great handicap. 

In working out the interior ar- 
rangement, the Master Merchant 
will avail himself of the latest 
and most up-to-date methods of 
stocking and displaying his 
goods, as he has long since rec- 
ognized that great advances have 
been made along these lines, and 
he naturally must be familiar 
with what has been done—what 
is available and suitable for his 
particular conditions—then he 
must do the necessary to make 
his store up-to-date and compare 
favorably with the best in his 
class. 

Naturally, a small store can- 
not hope to have all the wrinkles 
which we should expect to find in 
a large one. But the principle 
is the same in either case—the 
small store must be complete and 
up-to-date in its arrangement— 
a place where its volume can be 
efficiently handled — a_ place 
which is attractive to do business 
in—clean, well illuminated, well 
arranged. In short, the store ar- 
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rangement should be perfect for 
its size. 

Our stock of goods must be 
representative — it must, above 
all things, serve the purpose for 
which it is intended. Otherwise, 
it is a failure. 

Generally speaking, we can 
say that a hardware man’s func- 
tion is to sell hardware, though 
in today’s market it is difficult 
to draw a sharp line as to just 
what should or should not be 
classed as hardware. 

I believe we can say, however. 
that the backbone stock of every 
hardware merchant should con- 
sist of well-recognized hardware 
items, and that this part of his 
stock should be comprehensive 
and based on the requirements 
of the community he serves. 
Otherwise, he will fail to be an 
ideal hardware merchant—will 
fail in his responsibility to his 
community. 

And it is on this backbone 
stock of hardware that our Mas- 
ter Merchant must base the credit 
structure of his business, for 
these items are all of known 
values and their rate of sale or 
turnover may be readily deter- 
mined. 

Other Items 


All other items should be 
classed as more or less specula- 
tive, and greater care must be 
observed not alone in their se- 
lection, but also in the quantities 
in which they are purchased. 

While we all recognize the im- 
portance of having items that are 
not strictly in our line, yet we 
also know that sometimes such 
items do not move, with us, as 
well as we had hoped, being more 
or less subject to the whims of 
the public. 

Our stock of hardware, how- 
ever, is the backbone of our busi- 
ness, on which, in the last analy- 
sis, we must rely. It must be com- 
prehensive. 
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In considering the method of 
buying our goods, we have many 
interesting angles to consider. 
Let’s first look at the ethics or 
function of our job as being of 
most importance. 

As individual consumers of 
goods of all kinds, we are en- 
titled to get the greatest value for 
the money we have to spend. Our 
divine right is to shop about for 
values and buy where we can get 
most for our money. We all 
do it. 

Community Buyer 


When a merchant comes to 
town, he literally says to the com- 
munity: “Let me buy your goods 
for you; I can buy cheaper and 
better than you can—I am an ex- 
pert in my line—I know what 
goods are available—many more 
than you possibly can know of, 
so I offer you greater and better 
selection. I also know values and 
prices—I know what things are 
worth better than you. I know 
when the market is rising or fall- 
ing—so, in buying, I can protect 
you, both when prices are going 
up and when they are coming 
down. 

“Don’t waste your time by 
shopping about—come to me— 
let me be your purchasing agent 
and you will always get the new- 
est and best things at the right 
price.” ; 

Now, having said or implied 
all this, have we always lived up 
to our promises? 

I know this is a whale of a 
promise, but if we_will analyze 
it, we will see that this is exactly 
the function of the. merchant. 
Anything short of the complete 
realization of this means we have 
failed to that extent in perform- 
ing our duty. 

Our Master Merchant must as- 
sume the responsibility 100 per 
cent for being purchasing agent 
in his line for his community. 
If he fails in any essential he is 





no longer a Master Merchant. 
He is violating a trust. He is an 
imposter. He is asking pay for 
work he is not doing. He should 
be given the gate just as we would 
discharge a careless and _ inefh- 
cient purchasing agent in our 
own business. He has no right, 
economically, to exist—the con- 
ditions are identical, for in his 
case we are paying him a com- 
mission to buy for us, while in 
the other case we are paying a 
salary. 

Each ‘community is more or 
less different—so, in being pur- 
chasing agent for our commu- 
nity, we must first find out what 
our customers want. We must be 
sales-minded. 

Many of us just worry along 
by keeping our eye on Bill Jones, 
our local competitor—if he 
stocks something which takes, we 
get after the same thing. If he 
lowers. prices, we follow him 
down. If he puts out a leader, 
we fill our window with the same 
thing and beat him on price. 
This is not merchandising. This 
is not the function of a commu- 
nity purchasing agent. 

Must Be a Mixer 


The Master Merchant must be 
a natural-born mixer—he must 
know his customers—he must like 
them and he must make them like 
him. : 

Confidence is the greatest of 
all assets. People who do not 
know you cannot have confidence 
in you. Confidence is acquired 
through contacts—many con- 
tacts—it is not built up in a day. 

Confidence may be gained or 
destroyed by the little things you 
do—apparently the unimportant 
little daily contacts you have with 
people. Stop and think how we 
judge other people. 

Then remember that the best 
way to find out anything is to ask. 


Talk to people—talk to every- 
(Continued on page 37) 
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clubs can be arranged ac- 

cording to length and size, 
so the customer can see imme- 
diately just the one he has in 
mind to purchase. Each club 
sets in its own stall to prevent 
it from falling down or over. 
The clubs at the top form a roof- 
like display over this depart- 
ment, and the rack extends on 
about a 45-deg. angle. The frame 
is of wood and is finished in or- 
ange and black enamel. The 
length overall is 8 ft. The floor 
is covered with a green grass rug 
and two attractive chairs are 
placed there for the comfort of 
the sportsman. This display has 
increased the sales of the depart- 
ment 30 per cent over that of 
any previous year. It is used by 
the Siver Hardware Co., Wauke- 
gan, Ill. The Siver brothers are 
among the livest wire hardware 
dealers in the State, and their 
store is a credit to any city. 


iE a display of this kind golf 


By C. E. SNYDER 
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They are firm believers in adver- 
tising and publish their own 
semi-monthly Store News. They 
continually offer inducements 
and add new lines to secure the 
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A Golf Goods Display That Has Increased Sales 
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women’s trade. Their windows 
are well laid out with displays 
planned in advance, and they 
maintain a complete stock con- 
trol system. 


That New and Larger Golf Ball! 


exhaustive tests, which covered 

a period of years, the United 
States Golf Association adopted a 
new and larger size golf ball as of- 
ficial. Practically all leading ball 
manufacturers, at great expense re- 
equipped their plants and concen- 
trated on producing the new size. 
They in common with wholesalers 
and retailers accepted the new ball 
as standard. A number of well 
known champions, professional and 
amateur, expressed their approval. 
It was said that the new ball re- 
quired a little more skill at the game, 
a factor considered desirable as a 
means of maintaining the very gen- 
eral popularity that golf enjoys. 
When small quantities of the new 
balls were first available any objec- 


| YOLLOWING a series of fairly 
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tion heard was so greatly outweighed 
by the approval received, it was be- 
lieved that the average golfer as well 
as the expert was pleased with the 
change. 

In recent weeks, however, sports 
sections of various newspapers and 
magazines have carried open forum 
discussions which are reported to 
show a dislike for the new ball and 
the desire to reinstate the former and 
smaller size. In some quarters this 
newspaper activity is characterized as 
“agitation to promote reader inter- 
est” rather than as a sincere desire 
to learn what golfers generally think 
of the new ball. 

As the new ball first became gen- 
erally available this season, it seems 
hardly fair to make any sweeping 
statements on its acceptance by golf- 


ers. Naturally a new size ball will 
alter a man’s playing at first and 
perhaps run up his score. On the 
other hand a full season’s experience 
may change this same player’s game 
and make him a booster for the 
larger ball. Certainly it will take 
a full season to bring to light worth 
while information on the subject. 

It is understood that the United 
States Golf Association considers the 
agitation as publicity propaganda, 
but to be perfectly fair and also in- 
telligent in its decision, a nation wide 
study of the new and larger ball will 
be made by this body ‘to determine 
exactly what a cross section of golfers 
really want. When this study has 


- been made a full detailed report will 


be made available to the trade and 
public. 





















































HETHER 
you like 
it or not, 


your store is 
judged by its win- 
dows! Window 
displays properly 
handled, proper- 
ly used, are more 
effective than any 
other form of ad- 
vertising, because 
they hit the con- 
sumer right at the 
time he or she is 
able to buy. Printed advertis- 
ing can only suggest. Windows 
say to the customer who is right 
there, “Here is merchandise you 
want and need, at the price you 
want to pay. Step inside and buy 
now!” 

Back in the good old days of 
storekeeping, windows were often 
handy places of storage, and if 
not too dirty were sources of 
light. Storekeepers operated on 
the “Model T” plan, and only 
the few alert ones took the yoke 
off their necks and merchandised 


their windows. Today Model T 
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Robert F. Frey, Ottawa, Ohio, 
was chosen to tell the N. R. H. A. 
Congress at Cleveland how the 
Master Merchant should handle 
his window display problems. . . 
This is the text of his talk. 


stores are known as “chained 
stores,” because they are chained 
to old-fashioned notions and ob- 
solete methods of doing business 
—eye appeal—had not been 


found. 


It’s «Show Business” 





Today we have an entirely 
different Master 
Hardware Retailer is making 
window history. Yes, the win- 
dow business isn’t what it used to 
be! As suggested by F. D. Corley, 
vice-president of Marshall Field 


picture. The 


& Company, we are in the “show 
















Windows 


business.” We are asked to think 
of the modern store as a vast 
“show” of merchandise, a super- 
production with merchandise as 
the prologue, the plot and the 
player. The window displays, 
they say, are part and parcel of 
the prologue. 

Expert display men, as well as 
all who have studied the various 
problems of merchandising, agree 
that the important elements of 
proper display are attraction, 
color harmony, selling power, 
arrangement, balance, light, mass 
appearance, immaculate win- 
dows, originality and window 
cards. 

The big job of the display win- 
dow is to bring in more people, 
people who had no thought of 
entering the store. The display 
must stop the shoppers who pass 
your store. 

Little things can make or break 
your window advertising. Har- 
mony of color is of vital impor- 
tance if one wishes to stress fash- 
ion, beauty, desirability, and de- 
velop buying atmosphere. Peo- 
ple like to go places and buy 
things where the setting is most 
attractive—color harmony is a 
definite lure. 

What is a window intended to 
do? Present a pretty picture? 
Serve as a source of light? Sell 
merchandise? The retailer who 
uses his windows “to show ’em, 
tell *em and sell ’em” brings 
home the bacon. Selling power 
is handicapped without a good 
system of window control. Sell- 
ing a store to the public demands 
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that we recognize the influence of 
the seven buying instincts in the 
movement of merchandise. Com- 
fort, beauty, pleasure, fear, econ- 
omy, imitation and self-preser- 
vation are instinct pregnant with 
profits for the Master Hardware 
Retailer whose windows are har- 
monized and psychologically at- 
tuned. 


Suggested Windews 


The use of trade journals, 
whose pages portray layouts for 
suggested displays and _photo- 
graphs of actual windows, is of 
no little assistance in working 
out the arrangement of merchan- 
dise. It is a good rule to leave 
out the tricks in making certain 
that the attention of the public is 
focused on the merchandise to 
be moved. Arrangement should 
permit a generous showing of the 
MPs (more profit items) along 
with the BBs (best buys or spe- 
cials). Then, too, it 
is important that na- 


at your windows and they ex- 
claim, “‘Here is the store most 
attractive to me. This store ap- 
peals to me the most,” you may 
be sure that the element of bal- 
ance is understood and properly 
applied by your organization. 
Get an effect most pleasing to the 


_eye—that’s balance. 


Putting your “show” over with 
pep and punch demands light. 
Darkness is the chief enemy of 
retailing, and he is a wise mer- 
chant who has adopted a “plenty- 
of-light” plan. Why bother with 
your displays if they can’t be 
seen? Proper lighting gives life 
and warmth to displays, and no 
one disputes the statement that 
customers are either invited or re- 
pelled in their first contacts with 
stores by the brilliance or lack of 
inspiration in the store’s light- 
ing. Special lighting equipment, 
of course, plays up the beauty 
and luster of featured items or 





tionally advertised 
goods be used to ad- 
vantage in giving 
character to the 
showing. Also, it 
is a well known 
profit fact that non- 
competitive mer- 
chandise _ properly 
selected and located 
often gives tone to, 
and never harms, 
the arrangement of 
any class of mer- 
chandise. 


When people look 
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“The use of trade journals, whose pages portray lay- 
outs for suggested displays and photographs of actual 
windows is of no little assistance in working out the 
arrangement of merchandise.”—Robert F. Frey. 





are Your “Show’—Put ’em Over 


special showings and is an impor- 
tant part of the equipment used 
in putting over the show. We are 
reminded that the buying and 
selling of merchandise is primar- 
ily a visual business. That is, it 
is through actually seeing the 
merchandise that the senses ac- 
cept it as something to be desired. 
Isn’t it much better, therefore, to 
aid the visual sense by effective 
lighting? How are your kilo- 
watts today? Don’t overlook this 
profit fact—cheerful, sparkling, 
brilliantly lighted windows un- 
lock padlocked pocketbooks. 


Mass Displays 


Whether it jars your artistic 
sense or not, mass appearance, 
or mass display, “sells more 
things to more people.” Some 
folks frown on mass display, but 
the majority of those who go to 
make up the dear public are more 
easily attracted, entertained and 

, sold by this type of 
showing. __ Besides, 
this method of giv- 
ing “big slants on 
‘small items” gives 
the impression of 
broad stocks and 
wide variety, and a 
trip up the avenue 
will convince any- 
one that smart mer- 
chandisers 
more people to buy 
more goods” by this 
than by any other 
method. 

Put your windows 

(Continued on page 66) 
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Time to Cooperate— 


But NOT to CONCEDE 


T is one thing to cooperate 
with utility companies, 
when they show a disposi- 
tion to better conditions in 
the appliance merchandising 

field. It is something entirely dif- 

ferent, to indorse their methods, 
policies or aims. 

There is no reason why hard- 
ware merchants should not meet with rep- 
resentatives of utility companies when con- 
ferences are called with the object of 
cooperation, and to study methods to assist 
in more equitable distribution of electric 
and gas appliances. Dealers should attend 
such meetings to show their willingness to 
be fair, to watch developments and to keep 
posted on what transpires. 

If offers of direct local cooperation are 
made, which will bring about even a 
temporary benefit to local dealers, there is 
no reason why they should not avail them- 
selves of those offers. 

The only thing to avoid is the making of 
concessions or indorsements which might 
weaken the dealer’s position in regard to 
fundamental matters. In other words, you 
can cooperate in local merchandising mat- 
ters, without conceding that utilities should 
sell appliances; without indorsing any of 
the utility methods or policies; without let- 
ting up one iota on your efforts to put the 
whole utility matter on a right and proper 
basis according to your honest convictions. 


Personally we have no illusions in the 
matter. We recognize the fact that utilities 
are more eager to mollify merchants now 
than they formerly were. We do not believe 
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that this is due to any change of heart. We 
do not believe that the utilities as a class are 
any more interested in your welfare than 
they formerly were. We believe the present 
scramble to “‘cooperate” is, with few excep- 
tions, due to a desire on their part to save 
their own hides; to ward off bootings; to 
stop criticism. We believe it is due almost 
entirely to systematic campaigns against 
their merchandising activities. They are 
making a show of being good because they 
feel that they have to and not because of 
the Golden Rule. 


We believe that there should be absolutely 
no let-up of activity against any and all un- 
fair utility practices and policies; that those 
who seek legislative aid in stopping or curb- 
ing such practices and policies should work 
harder than ever to attain their aim. 


It is certainly no time to accept a few 
crumbs from the utility table and hypnotize 
yourself into the belief that you have had a 
full meal and will never hunger again. It 
is time to say to utilities: “Prove your good 
intentions—not in conference talks, but in 
everyday practice over a substantial period 
of time.” 

- About three years ago the utilities had a 


series of conferences with various independ- 


ent representatives. Out of those confer- 
ences came a “Declaration of General Mer- 
chandising Principles.” This declaration 
was arrived at more or less as a compromise. 
It was signed because it was expected that 
the utilities would live up to their part of 
the compromise arrangement and “segregate 
the accounting of their merchandising de- 
partments from their public utility func- 
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tions, charging all the items of expense in- 
curred in the merchandising of appliances 
to their merchandising activities.” 

At the same time the “Declaration of Gen- 
eral Merchandising Principles” was evolved, 
there was also a set of “Electrical Merchan- 
dising Standards” for utility companies, 
suggested by the General Merchandise Com- 
mittee of the National Electric Light Asso- 
ciation. It was naturally expected that the 
utilities would at least make an honest ef- 
fort to live up to those suggestions as well. 

Did they do it? Not on your life. In- 
stead they used parts of the “Declaration of 
General Merchandising Principles” to dis- 
parage any attempts to stop them from selling 
appliances, while they continued practically 
all the trade abuses and unfair tactics they 
were supposed to discontinue. 

Their idea of cooperation then was: 
“Take all we can get and give as little as 
possible.” Not until the present agitation, 
started nearly three years later, has there 
been any real evidence of cooperative move- 
ment on their part. If they were not sincere 
then, are they sincere now? We hope so, 
but we think they should prove it, before 
independent merchants make any more 
concessions. 

Let’s meet cooperative measures half 
way. Let’s do anything and everything we 
can to better conditions in merchandising. 
At the same time let’s keep our eyes open, 
check up on results and continue to work 
wholeheartedly for whatever solution of the 
utility merchandising problem we consider 
just and right to all concerned. 

Personally we feel that utility com- 
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by LLEW S. SOULE 


panies should not engage in the merchan- 
dising of appliances. We believe that their 
activities should be limited to the manu- 
facture and distribution of the products for 
which they were originally created and 
chartered, which is in keeping with United 
States Supreme Court decisions relating to 
monopolies. We believe that the operating 
of merchandising departments affords them 
opportunities to indulge in unfair methods 
of competition; that it affords them oppor- 
tunities to so inter-weave their merchandis- 
ing activities with their utility operations 
that it is practically impossible for Public 
Utility Commissions to arrive at the true 
costs of production of gas or electricity, 
and thereby assure the consumer a fair price 
on those products. We believe it affords 
opportunity to create monopoly in the dis- 
tribution and possibly the manufacture of 
gas and electrical appliances. 


At the same time we believe in coopera- 
tion; in conferences; in the threshing out of 
problems; in man-to-man discussions. It 
never hurts to talk things over, and this is 
a time when all sides of every merchandising 
problem should be thoroughly aired. There- 
fore let’s cooperate earnestly and honestly, 
conceding nothing we feel should not be 
conceded and concealing nothing of our 
honest beliefs, efforts and aims. 


It is always time to cooperate, but it is not 
always time to indorse. Just now according 
to our best judgment, it is time to say to the 
utilities: We'll meet you half way in any 
thing that will better merchandising con- 
ditions—But we are from Missouri. 


“You'll Have to Show Us.” 








How a Syracuse Hardware Store Brought 


New Life to me Toy 


OYS have proven their 
[nat for the hardware 

firm of Alexander Grant’s 
Sons, Syracuse, N. Y. This 
store’s toy department was re- 
cently moved from comparative 
obscurity on the second floor, 
into a special shop on the street 
floor. Experience had proven 
that toys deserved a more prom- 
inent location and offered a 
splendid opportunity for de- 
veloping a substantial and profit- 
able volume of business. Now 
Grant’s Toy Shop adjoins the 
main store and one large window 
is exclusively used for display- 
ing toys. 


The Opening Event 


In inaugurating a gala open- 
ing event for the toy department 
in its new location, F. I. Greene, 
advertising manager, advertised 
in two successive issues of a local 
newspaper that on Thursday and 
Friday afternoons, a mechanical 
clown would be on display in the 
new toy shop window. Although 
the mechanical clown was re- 
ferred to in the store’s advertis- 
ing as a mechanical robot, the 
clown was actually a human be- 
ing. This man, from long prac- 
tice, could refrain from blinking 
his eyes for twenty minutes at a 
time, and in walking back and 
forth in the window his limbs 
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moved as if act- 
uated by some 
mechanical means. 
He also had many 
other accomplish- 
ments in his bag of 
tricks. On Saturday, 
as a special attrac- 
tion, he actually told 
stories and gave to 
each child accom- 
panied by its parents 


a free toy. 
The venture was a 
tremendous success. 


Children were all en- 
thused and excited and 
it proved a powerful at- 
traction. Approximate- 
ly one thousand gifts 
were given away., In receiving 
the gift, the parent had to 
state the home address and the 
name and age and birthday of 
the child. In this manner Grant’s 
obtained an up-to-date mailing 
list for direct-by-mail toy liter- 
ature, knawing in each instance, 
by having the sex and age of the 
child, the appropriate gift to sug- 
gest. 


Children Brought Parents 


134 E- 


Naturally, in numerous _in- 
stances, the children who were 
present on that occasion were ac- 
companied by their mothers, also 
visited the household department 
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of the store. Asa result, the day’s 
business in that particular de- 
partment was materially in- 
creased. The toy department, 
aided by the attraction and the 
fact that it was moved from the 
second floor to a more prominent 
location on the street level, 
reached a sales peak far’in ex- 
cess of any previous record. 

Of even greater value, in the 
estimation of the store, is the fact 
that the event made Grant’s toy 
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shop famous in the minds of at 
least one thousand Syracuse chil- 
dren. Mr. Greene knows of no 
advertising stunt which is su- 
perior to the plan outlined. He 
also believes that it is difficult to 
find any method of toy publicity, 
as rich in fruitful results, as the 
enthusiasm of a child. At any 
rate toyland activity in Grant’s 
is brisk. Follow-ups, which orig- 
inated with the event, are still 
producing toy business for the 
store. 


All Year Merchandise 


While admitting that 60 per 
cent of the yearly toy business is 
done to Christmas, Mr. Greene 
declares that toys are not, as 
most hardware merchants are apt 
to believe, only a Yuletide spe- 
cialty line. The firm is finding 
that consistent effort and proper 
display serves to bring in a good 
volume of business the year 
around. 

It is the policy of the store to 
immed iately 
close out all 
toys that are not 
enjoying a prof- 
itable demand. 
Mr. Greene esti- 


Grant’s, of Syra- 
cuse, N. Y., use 
one window ex- 
clusively for the 
display of toys. 
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mates that about 10 per cent of 
the average store’s investment in 
toys is tied up in dead stock. He 
is convinced that it is good busi- 
ness to get rid of it. He says: 
“Sell it at cost, or below cost if 
necessary, but sell it. It is better 
to gain 9 per cent of a 10 per 
cent loss than to lose the whole.” 

With respect to buying, Mr. 
Greene said: “There are changes 
in the style trend from year to 
year. Children are often aware 
of these changes when the dealer 
is not. Little Jimmie is not go- 
ing to be content with an old- 
fashioned wheelbarrow, if the 
rest of the ‘gang’ have aero- 
planes. The toy buyer cannot 
keep too wary an eye on his 
trade. It is poor ethics to buy a 
gross of stock, if the trade calls 
for only six dozen. Yes, even if 
an added 10 per cent is dangled 
before the buyer.” 

It is the opinion of the firm 
that a neat, suggested, well-bal- 





















anced display is the only type 
that can have a worthwhile ap- 
peal. Grant’s Toy Shop toys are 
displayed at eye level or as near- 
ly so as circumstances will per- 
mit. All displayed merchandise 
has been removed from its boxes. 
Smaller articles are placed where 
they can be handled. In display- 
ing boxed toys it is the custom to 
place a sample in front of an 
open shelf and the stock in back 
of it. In arranging displays an 
effect that creates sales is always 
sought. By making the displays 
really inviting many suggestive 
sales result. Persons who came 
in with the intention of buying 
but one toy will often purchase 
several others in addition, when 
they are shown in an appealing 
manner. 

The illustrations show the toy 
shop, the slips used for obtain- 
ing the names of children at the 
opening, and a specimen news- 
paper advertisement which was 
used in calling attention to the 
event. 








with Gerard Lambert, who 

has just been elected presi- 
dent of the Gillette Safety Razor 
Company. Mr. Lambert has just 
returned from a yachting trip. 
On this trip Mr. Adams, United 
States Secretary of Navy, was his 
guest. 

This Mr. Lambert is the gentle- 
man who put over “halitosis” in 
connection with Listerine. “Your 
best friend won’t tell you.” As 
a result of this idea, Listerine 
sales jumped. The whole coun- 
try was worried. Mr. Lambert 
sold out his interest in the com- 
pany for millions. 

Articles in the papers have 
been published to the effect that 
Mr. Lambert took the presidency 
of the Gillette Safety Razor Com- 
pany without any salary. When 
he produces certain results, then 
he will be paid as a result of an 
option he holds on a certain num- 
ber of thousands of shares of the 
company’s common stock. Judg- 
ing by Mr. Lambert’s past record, 
we must look forward to some- 
thing new and startling in the 
advertising of razor blades. 

I noticed in an English journal 
a very striking safety razor blade 
advertisement, with a picture of 
Henry the Eighth with and with- 
out a beard. The question pro- 
pounded in this advertisement 
was: “Would Henry the Eighth 
have been a man of the same 
character if instead of raising 
that red beard he had shaved 
cleanly every day?” Probably 
Mr. Lambert will give us some 
advertising along the lines of the 
pyschological effect of a clean 
shave every day. 

‘2. 2 

He said to me: “You have had 

years of sales experience. Tell 


ik Boston I had an interview 
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“Small Items”’ 


By SAUNDERS NORVELL 


me how to put over the Gillette 
blade.” I blushed, and replied 
that while I had been plugging 
along trying to do all the work 
in the world, he had cleaned up 
millions. Therefore, it was up 
to him to give me some pointers 
in the selling game. 


e -&. ae 


Mr. Lambert leaned back in 
his chair, lighted a cigarette and 
observed: “First of all, you must 
have an item that is universally 
used. Then you must make this 
item of the highest quality for 
the lowest price. Be sure to select 
an item that wears out or is con- 
sumed quickly. If you will do 
these simple things, it will be a 
simple matter for you to make a 
fortune. Of course, incidentally, 
by proper advertising you will 
have to develop a consumer de- 


mand.” 
x * x 


As I taxied back in the rain to 
the Copley-Plaza Hotel I thought 
of these remarks of Mr. Lambert, 
I applied them to practical cases 
within my knowledge. All of us 
know about the money that has 
been made by the tobacco com- 
panies. Recently I visited Win- 
ston-Salem and saw a tobacco 
town. This great tobacco busi- 
ness -and the enormous profits 
have been built up on cigarettes, 
an item of low cost, great de- 
mand and quick consumption. 

Coffee is sold all over the 
country for five cents a cup. (I 
don’t mean at the Ritz.) Univer- 
sal demand, quick consumption 
and several enormous coffee for- 
tunes. 

Chewing gum, our friend 
Wrigley, five cents a package, 
the flavor lasts, enormous de- 
mand, immediate consumption, 


and Wrigley owns an island em- 
pire. 

Magazines. What are the best 
sellers? The five-cent maga- 
zines. Enormous circulation, 
read and thrown away, another 
one next week, and the publish- 
ers give away singing towers, 
carillons and millions to state 
universities. 

Lead pencils. Only five cents, 
universal demand, trim them up 
inno time. Great fortunes. 

Paper matches. This is the 
extreme. Almost complete 100 
per cent universal demand. Man- 
ufacturers made them so cheap 
that they were almost ashamed to 
sell them at any price, so they 
are given away. But the Inter- 
national Match Trust is one of 
the richest in the world. They 
finance foreign governments. 

Eskimo pie. New idea. Some- 
thing cold to tickle the palate. 
Great demand. Low price. In- 
stant consumption. Fortune 
made. 

* ok Ox 

When I arrived at my hotel I 
decided that Mr. Lambert knows 
his onions. It is a little late to 
take a fresh start, but I am now 
on the lookout for a five-cent item 
that everybody wants. Who was 
it who said what this country 
needs most is a good five-cent 
cigar? 

im. & 

In conclusion just a word of 
advice to the retailer and the 
jobber. Pick out your ten fastest 
selling low-priced items, items 
of practically universal demand, 
and then figure out first of all if 
you have a good stock of these 
ten items. Next see if you are 
buying these items at the right 
price. Then see if your sales- 
men are selling these items. 
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body—ask questions — 
find out what people want 
—where they are buying 
and why—what they are 
buying. 

A man cannot be a Master Mer- 
chant unless he is human—a 
lover of people—a man who can 
instill his personality throughout 
his entire organization and thus 
gain for himself and his concern 
the confidence and respect of his 
community. 

But even assuming that our 
Master Merchant has the ability 
to choose merchandise correctly 
—to buy his goods at right prices 
—to inspire confidence and re- 
spect, this is only part of his 
function as a purchasing agent. 

He must proportion his stock 
to his needs—he must not become 
overloaded with goods he cannot 
turn to advantage—nor must he 
allow himself to be out of stock 
on essential items. 

If he is careless through over- 
buying or under-buying, he is 
adding an unnecessary burden on 
his cost of doing businéss, and to 
save himself he marks up his 


prices or sells at a loss, and in 


either case the customer has to 
pay more than he should. 


Low Percentages 


The Master Merchant must run 
his business on the lowest pos- 
sible percentage in order to be 
able to sell to his customers at 
the right price and make a legiti- 
mate profit for himself—anything 
short of this is an imposition on 
the customer. 

Now we come to another one 
of our tools—our records. We 
can’t run anything successfully 
without proper records. 

The Master Merchant in any 
line of business will always be 
found to be one who maintains 
a complete and satisfactory set 
of records. Without proper rec- 
ords we are helpless. 
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How to Be a Master 


Retailer 


(Continued from page 28) 


The ordinary records of sales, 
purchases, disbursements, and 
expense items must naturally be 
kept, but in addition to these, the 
merchant, with a large and varied 
stock on his shelves, must know 
every minute how fast this stock 
is turning. He must gear his pur- 
chases to his sales, and to know 
this he must keep special records, 
or control records—-sales control, 
purchase control, stock control. 


Extension of Credits 


Another important angle in the 
mechanics of running all business 
is the extension of credits. No 
business can survive which grants 
loose credits and fails to collect 
its accounts promptly. 

As a matter of fact, one of the 
easiest ways to quickly spot a 
poor merchant or a Master Mer- 
chant is to look over his accounts 
receivable. 

The Master Merchant cannot 
tolerate past due and slow ac- 
counts, for he knows that in such 
accounts there always lurk 
losses—avoidable losses which 
would not occur if the accounts 
had been followed up closely as 
they should have been. 

Again, if our community buyer 
is giving part of his merchandise 
away by granting loose credits, 
he is forced to make up the loss 
by charging more for the goods 
which his customers do pay for, 
and thus he is grafting on those 
who are trusting him, to pay for 
his own inefficiency. The Master 
Merchant is careful in granting 
credits and collects his aceounts. 

And now we come to the prob- 
lem of selling our goods, and 
where the Master Merchant fits 
into the picture. 

A man may be a wonderful 





salesman and yet, from 
the standpoint of an oper- 
ating merchant, his sales 
department may be a total 
loss. 
It is manifest that even in the 
smaller hardware institutions one 
man cannot do the entire job of 
buying, selling and management 
—he must have some sort of 
sales organization. 

Our sales organization is our 
contact with the buying public— 
through it, and through it alone, 
our ability as merchants is judged 
and appreciated. 

The Master Merchant must, 
himself, possess the instincts of a 
good salesman, but he must also 
have the ability of translating his 
personality throughout the entire 
organization—especially must it 
permeate and be part of his sales 
force. ; 

We all know how important 
the intangible quality called “at- 
mosphere” is to any business. 
The moment we enter a place of 
business, whether it be a bank or 
a hardware store, we are imme- 
diately impressed with the atmos- 
phere of the place. If the at- 
mosphere is friendly— if it 
implies reliability—serious ef- 
fort, we at once react and give our 
confidence. If any of these ele- 
ments are lacking, it takes but an 
instant to make us lose confi- 
dence, and we become reserved 
and skeptical—we are hard to 
do business with. 


The Atmesphere of 
Your Business 


I can say, without fear of 
contradiction, that the atmos- 
phere of every business institu- 
tion is a direct reflection of the 
mental attitude of the controlling 
mind. 

Your salesman could be the 
nicest, most affable, most honest 
person in the world, but if he did 


not know his stock—did not know 
(Continued on page 67) 
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Retail 


chant has a more difficult collec- 

tion problem than either the man- 
ufacturer or wholesaler. The latter are 
dealing with persons who are them- 
selves in business, and who have an 
understanding of business principles. 
But the merchant sells to indi- 
viduals. He has hundreds of com- 
paratively small accounts. And 
these individuals are, taking them 
collectively, less prompt in making 
payment than is the established mer- 
cantile house. 

This is a natural condition. The 
well-financed business house sets 
aside a definite’ period in which to 
issue checks for all bills received. 
This is necessary to avoid the loss 
of profitable discounts. But the in- 
dividual has no such stringent regu- 
lations. He reasons that the store 
really doesn’t need his little $17.10. 
So he lets the account run along un- 
til he finds it entirely convenient to 
make payment. 

We must admit frankly that the 
individual is not entirely to blame 
for this condition. Many a mer- 
chant is woefully negligent in his 
collection procedure. In such a 
situation, customers naturally become 
lax in their payments. Carelessness 
begets carelessness. 


[: some respects, the retail mer- 


money with 
good letters 


hes 


Generally speaking, the smaller 
the business, the more important is 
the matter of collections. A man 
with limited capital cannot afford to 
keep large sums tied up in accounts 
receivable. Unless collections are 
promptly made he is unable to meet 
his own bills as they come due. 


Small Merchant Neglects 
Collections 


But strange to say, it is the small 
merchant who most often neglects 
collections. With so many duties 
devolving upon him, he simply does 
not devote the necessary time to the 
job of getting in the money that is 
due him. 

Yet there is no more important 
task in any business than this prob- 
lem of collecting money. In these 
days of dwindling profit,margins, no 
business large or small can succeed 
without close attention to delinquent 
accounts. No matter what else has 
to be sidetracked, keep your collec- 
tions up, or the profits will go down. 

Most merchants will find the tact- 
fully worded collection letter a great 
help. Next to direct contact with 
the customer, it is the most personal 
form you can employ. And often 
it may be used successfully in those 
cases where personal contact might 
prove embarrassing, or where it is 
not practicable to call on or tele- 
phone the debtor. 

A majority of 
your delinquent 
accounts pro b- 
ably require no 
“high - pressure” 


-. Collection 


| Fourth of a series 
‘> « Letter Institute, 


ogg i? 
Bs 





collection methods. All that is nec- 
essary is to give the customer to un- 
derstand that you expect prompt 
payment. But it is important that 
this action be taken before the ac- 
count becomes old. For the older 
the bill, the more difficult it is to 
collect. ~~ 

If you render a statement on the 
first of the month, and fail to receive 
a remittance by the 15th to 17th, it 
is quite in order to send a little note, 
such as this, with a duplicate bill: 


Dear Mr. : 

There is something unpleasant 
about a statement of account. I 
know how it is myself. A state- 
ment may be entirely accurate, 
and yet—well, I guess no one likes 
to receive bills. 

So, in handing, you the attached 
statement for $——, covering your 
August account, I would like for 
you to consider it not as a dun, 
but merely as a friendly reminder. 
I am sure we can count on you 
for an early remittance. It will, 
I assure you, be sincerely appre- 
ciated. 


If the account remains unpaid, on 
the first of the following month, here 
is a letter which will usually bring 
the money: 

Dear Mr. 

A considerable part of the 
amount shown on the attached 
statement is past due. Evidently 
you overlooked this last month. 
I hope you will settle it before 
the 15th of this month. 


I surely appreciate your trade 


HARDWARE AGE 





by Maxwell Droke, 


| Indianapolis, Ind., on Credits and Collections 


President, 


Business 








and am always anxious to please 
you. It is only fair, though, to 
call your attention to the fact that 

' my prices are figured on a cash 
basis, so I must see that my book 
accounts never represent a large 
percentage of my investment in 
the business. 

In case it is inconvenient for 
you to pay the entire amount soon, 
please pay something on account, 
and inform me when I may expect 
the balance. 


Next Step 


If this second letter brings no re- 
mittance or explanation, you may be 
sure there is something more than 
mere carelessness involved. The ac- 
count is already seriously delinquent. 
And unless vigorously handled, you 
have the “makings” of a bad-debt 
loss on your hands. 

When a account becomes as old 
as this, personal attention should be 
given it if at all possible. For this 
is the “dangerous age.” Try to call 
personally on the debtor, or at least 
telephone him if a check is not re- 
ceived by the time suggested in the 
foregoing letter. If personal con- 
tact is completely out of the ques- 
tion, then send this letter not later 
than the 17th or 18th of the month: 


Dear Mr. 
The first of this month I called 


your attention to the fact that some 
of the items on your account were 
past due. I now see that you have 
made no payment on the account 
during the past two weeks nor 
have not advised me of any un- 
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Well written letters bring 
home the wayward money 


usual conditions causing the delay. 

Please be sure to pay up before 
the next revision of my accounts, 
which will be the first of next 
month. 

This is very important for me, 
as I must follow my established 
rules, and see that collections are 
promptly made. 

But there is one thing that is 
just as important, and that is to 
please and satisfy you, so that ] 
will be sure of retaining your 
trade, which I value very highly. 

Please let me know if you have 
found anything in your dealings 
with us which is not entirely to 
your satisfaction. 





Should the account still remain 
unpaid, and with no satisfactory ex- 
planation by the first of the follow- 
ing month, a fourth letter and state- 
ment should be sent as follows. This 
time it would be well to send the 
letter by Special Delivery for added 
emphasis: 

Dear Mr. 


I wish again to call your atten- 








Letters: How. Write Them 


tion to your account. I dislike 
very much to do this, but you are 
allowing your payment to run be- 
hind. I have written you twice 
regarding this account, but have 
heard nothing from you. 

When I opened this charge ac- 
count for you, I thought it was 
simply a “convenience account” 
and that I could count on you 
without fail to make regular 
monthly settlement. Your action 
in postponing payment for such a 
long time is working a hardship 
and an injustice on me. My 
prices, as you know, are made on 
a cash basis, and I must collect 
promptly, so that I can meet my 
own obligations as they mature. 
Under the circumstances, I shall 
expect an immediate settlement of 
your account. 





Now, we have wasted quite enough 
time on this account. The customer 
has been given every opportunity to 
“do the right thing” by us. This is 
the moment for a final statement of 
our position. By Registered Mail 
we send this ultimatum; ten days 
after the letter just quoted: 


Dear Mr. 

I really cannot understand why 
you have not paid any attention 
to my letters asking for a settle- 
ment of your account. 

It has not been more than three 
months since you bought the 
goods. I think you will agree that 
I have been very lenient and con- 
siderate, and that I really should 
have my money without any more 
delay. 

Unless you pay this account 
within the next ten days I shall 
be forced to the conclusion that I 
must adopt more effective meas- 
ures. At the expiration of that 
time, therefore, I will hand your 
account to my lawyers for imme- 
diate collection. 

(Continued on page 52) 




















“Stareh’”’ tor Hot Weather 


Hot days take the 
“starch” out of collars 
and people, but these 
windows will put some 
pep back into sales, be- 
cause they feature mer- 
chandise that the public 
WANTS at this time. 
There is no room for ar- 
gument in the window by 
M. S. Young, Allentown, 
Pa., at the top of this 
page. The floor was cov- 
ered with white cotton, 
and those icy mountains 
were built out of Cornell 
board and draped with 
the silver lama cloth. 


' ms afy h | | i ’ 
re a - 1) | Z é / Between the mountains 





KE he, and the background were 
ss y “yp ' | ai Peake placed spotlights showing 
green, amber and blue 
colors. The other win- 
dow lights were blue. 
Put your imagination to 

work on that! 
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The window at the bot- 
tom of page 40 comes 
from Charles Holmes 
Hardware Co., Detroit, 
Mich., and appeals to 
the thousands who are 
thinking of outdoor fun. 
Top of page 41: Fene- 
ing and wire products ex- 
ceptionally well  dis- 
played in a window of 
the Chicago Retail Hard- 
ware Association’s model 
store, conducted as an 
educative feature not 
only for its membership 
but for retail hardware 
merchants generally. 
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s VanDervoort Hardware Co., Lansing, Mich., devoted the 

iIndows window at the bottom of the page to golf merchandise. The 
VanDervoort store carries a wide range of sporting goods 
and always uses high grade window trims. 
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HEN the 

demand is 
on for seasonal 
merchandise is 
the time to push 
that merchandise 
to the limit. 





lar mapping way as described 
previously. Simply square off, 
in light lines, the large poster in 
the same number ef squares and 
follow as in mapping a diagram. 
The choice of colors is the im- 





Miore Power ror Your 


portant thing in this poster and 
if the right shades are used a 
really attractive design can be 
produced. We suggest for the 
top part, where the lettering “for 
that outing or picnic” goes, a 
brilliant blue, midway _be- 
tween light and dark, mak- 





' To help you 
put this plan into practice, 





ing the lettering stand out 








HarRDWARE AGE_ presents 
two layouts designed to get 
the most out of the demand J 
for sporting goods and 
playthings for outdoor use. 


For the sporting goods 14 
window on this page, drape 4 
a tennis net across the top 
of your window at the glass. i 
The central poster is chart- 


































































































in white. This same blue 
will donicely for the border 
around the lower part and 
as a background. for white 
letters “Sporting Goods.” 
The shaded part should be 
a bright orange. 





Now for the window of 
toys, wheel goods, and play 
equipment. The top trim is 
also charted for easy draw- 





ed and is made in the regu- 
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SEasonat Winpows 








sign may be made from compo 
board or, better still, a real large 
beach ball with the letters pasted 
on it. If you prefer the compo 
board sign, you will find the 
chart herewith from which to 
make your enlarged copy. A 
combination of blue and orange 
may be used on the sections of 
the ball. Lettering in white. 

In making copies of the vari- 
ous posters shown in this series 
of window, it is a great conveni- 


etc. and letter them, a, b, c, etc., 
down the side. This will avoid 
confusion, as you can instantly 
locate the part you are drawing. 

With these two strongly attrac- 
tive displays you will be able to 
make your store a headquarters 


for the line of merchandise that 


is at present occupying a large 
part of the public’s attention. 


This is one of a series of 
articles on original dis- 


plays now running in 
Hardware Age. 


ence to index the lines forming 
the squares. In other words num- 
ber them along the top 1, 2, 3, 


ing and may be cut from blue 
and white crepe paper, giving 
E the effect of waves. The center 
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HARDWARE AGE 
LDVERTISING 
SERVICE 

FO THE 


e:. July—the Month to Clear 
ehandise. These Ads Will 


SP 


: Note These Low Prices for 


CANNING 
NECESSITIES 


The woman who does any amount of canning 
and preserving knows the value of being com- 
pletely prepared. Be sure you are before 
starting. Our stocks are complete, every uten- 
sil being of a quality that will give many 
years of service. 
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No. W1 


Sale of 
FANS 


Oh, Boy! What a great and 
glorious feeling on a hot day! & 
Why suffer when an electric ff 
fan can be purchased at such 4) 
a low figure. 
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No. W5 No. W6 


Suitable sizes for preserving Jelly glasses, rubber rings and 
fruits and vegetables. Durably paraffin. Essential to canning 
made, heavy roll rim, lipped time. Have you enough of each? 


ise ele: 





d & side and fitted with sturdy bail Complete stocks ready for your 
t Tr and black enameled handle. selection at low prices. 
{ (Items and Prices) (Items and Prices) 
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“These Ads No. W7 No. W8 
Go After 
Dollars” 





A small but vital factor in can- Getting just the right mixture 
ning is the strainer. These depends upon good measures. 
strainers make the work much’ Also handy for taking off just 
easier. Very special. enough to fill a jar or glass. 


(Items’ and Prices) (Items and Prices) 
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No. W3 


How to Order 


iz 


If you have local stereotying ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? 

facilities, request the complete . s id 

sets of mats of all the adver- 

tising oe of poe _— és i - ; - 

pages, enclosing your chec ts) iB ee D L Y 

$1.25.. If you need mounted ‘“ ee ek on’'t Let Your .. 
mM i 


cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more 
figure the charge at 30c. for 
each cut ordered. Enclose check 
with order, please—this saves 
bookkeeping for small amounts. 


ow 


IGE Advertising ~ 
eeese — ‘ f 
~ *** IRN  WorryYou! ~ | 


Just drop us a line and let us send you a proof book of a carefully planned 





ig saeaad AGE @- Advertising Service. This incurs no obligation. ~~ 

o HARDWARE AGE, ic : 
ADVERTISING FEATURE aad 239 W. 39th St., New York City -~ 
239 W. 39th St. New York City oe a0 : 
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No. W10 


- . 
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Take a Good Canoe with 
You on Your Camping Trip 


Besides the great amount of fun you will receive, just think 


of the exercise. We have a most complete selection at prices 


that are now the lowest that you have witnessed in many 
years. 


Be sure to see these canoes. 


(Items and 
Prices) 
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The Prices During Our 
July Clearance 


Are the Lowest in Years 


You will marvel at what your dollar will 
buy during this July Clearance Sale. Don’t 
overlook the values offered below, and be 

= sure to drop in the store for other remark- 
No. Wi2 able specials. 





(Items and 
Prices) 
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When You z 
Go After the Big = 


Ones z 


+, 


oe 


oo 


be sure your tackle is right! 
Better still, be sure to drop 
in and let us show you our 
supply. You will find prices 
most moderate and quality 
the best. 
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Make This a 
Golf Vacation 


and see how pleasant and 
healthy a time you will have. 
Our stocks of golf goods are 
complete. 
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a firm resolve to better 
: last year’s record. There 
is more money in circulation 
this year than there was a 
year ago, and savings banks 
are overflowing with de- 
posits. Stressing lower prices 
by comparing present prices 
with those in effect before 
substantial reductions oc- 
curred will loosen the strings 
on many purses. 


1 BEGIN the month with 


ay 








PLAN a_ week-end 


17 sale today. Excess 
stocks of spring 


lines can be moved if prices 
are made attractive. The 
time left for selling summer 
lines is short, therefore move 


surplus seasonal goods be- 
fore the seasonal demand 
declines. Tell the truth in 


advertising the sale, explain- 


ing that certain lines were 
over-bought, ete. 
CALL upon pro- 


25 prietors of neighbor- 

ing stores and in- 
duce them to paint their 
store fronts before winter 
makes its advent. Better 
looking exteriors serve to at- 
tract more people to the we!l 


painted shopping district. 
Start the ball rolling by 
painting your own store 


Such jobs are good 
your 


front. 
advertisements for 
paint department. 





SETTLE your bills 
10 payable today and 

save the per cent 
to add to your profits. If 
this is impossible, start now 
to collect past due, outstand- 
ing accounts, so that you 
will be in shape to take ad- 
vantage of the cash discount 
next month. Make every 
possible effort to maintain 
an excellent credit rating. 
Explain the exact circum- 
stances if you are tempo- 
rarily unable to meet your 
obligations. 


SPEND a profitable 
18 day in writing per- 

sonal letters to good 
charge customers who have 
not made recent purchases. 
There must be a_ reason. 
Get to the bottom of it. 
Perhaps a justified complaint 
has gone unadjusted. Ascer- 
tain the difficulty, if one ex- 
ists, and adjust the matter 
to the customer’s’ entire 
satisfaction. It is easier to 
keep old friends than to 
make new ones. 


IS it possible for 
26 you to leave your 

store for a month or 
more feeling confident that 
business would go on as 
usual? Be prepared by start- 
ing today to train capabe 
employees for such an emer- 


gency. Delegate authority 
and responsibility to well 
chosen, competent em- 


ployees, and relieve yourself 
of unnecessary burdens of 
routine and details. 


PLAN to emphasize the 
3 essential type of mer- 

chandise. Mrs. and Mrs. 
John W. Public are quite 
willing to spend money to- 
day providing the expendi- 
ture effects an economy in 
the cost of living. Poultry 
supplies, canning equipment, 
garden tools and similar ne- 
cessities should be aggres- 
sively pushed during August. 


GO over your mail- 
11 ing list today and 

discard the “dead- 
wood.” Be sure that it is 
complete, up-to-date, and is 
confined to desirable pros- 
pects. Has the August cir- 
cularization of the list been 
made? Printed post-cards 
are being found very effec- 
tive reminders for special 
lines or sales events. Use 
appropriate illustrations in 
preparing post-card adver- 
tising copy. 


HAVE you ever 
19 made a check on the 
effectiveness of the 
advertising mediums regu- 
larly employed by your 
store? Plan to feature an 


item of known value at an 
exceptionally low price only 
in the medium being tested. 
Do not otherwise display or 
feature it. State in copy 
that item must be requested. 
Allot your advertising ap- 
propriation in accordance 
with results. 


ANOTHER school 
27 term will soon start. 

Dealers located in 
smaller towns should inves- 
tigate the possibilities for 
profit offered by school sup- 
plies. Several hardware mer- 
chants are successfully sell- 
ing merchandise of this type, 
and it rounds out lunch kits, 
bicycles, alarm clocks and 
other school items carried in 
most hardware stores. 


. ences. 


late some of their re- 
cent shopping experi- 
It will amaze you to 
learn how easy it is for a 
customer to receive an un- 
favorable impression of a 
store. Avoid having the 
same mistakes made in your 
own store. Fit the good 
points to your own business. 


4 ASK your family to re- 


TAKE time todav to 
1 make certain that 
your stock is not 
growing stale. New items 


or lines will freshen up its 
appearance and lend impetus 
to sales in both old and 
new merchandise. Observe 
current trends in the trade, 
and be the first to have new 
articles of real merit. Keep 
posted on new goods by 
reading your trade paper 
from cover to cover. 


IT is again time to 
20 install new window 

displays. The win- 
dows should always be the 
means of creating a favor- 
able impression of the store 
upon the minds of passers- 
by. Many persons judge 
stores by their window dis- 
plays. How would your 
store measure up with such 
a yardstick? The August 20 
HARDWARE AGE will furnish 
timely window display sug- 
gestions. 


CHECK your stock 
28 of fall and winter 

goods. Have you an- 
ticipated your requirements 
by placing future orders 
for parlor furnaces, oil, gas 
and electric heaters, toys, 
holiday goods, fire-place fix- 
tures, steel traps, hunting 
clothing, axes, stove goods, 
guns and ammunition, foot- 
ball equipment, roasters and 
fruit presses? Don’t be guilty 
of being unprepared for the 
consumer demand that is 
imminent. 











Use the Hardware Age feature 


HARDWARE AGE 

















uide for August Profits 

















MAKE a_ thorough 
5 check upon how tele- 

phone orders are han- 
dled by your sales force. 
Many hardware stores have 
excellent customers who 
have never stepped _ inside 
their doors. All of their 
purchases are made_ by 
*phone. What sort of an 
impression would such cus- 
tomers get of your store? 
Make certain that it will be 
a highly favorable one. 


WINDOW trimming 
13 day is here again. 

Worthwhile ideas 
for toy and sporting goods 
window displays will be 
found in this week’s Harp- 
WARE’ AGE. Both adults 
and children will be inter- 
ested in recreation, as the 
outdoof play and vacation 
season will be at its height. 
Sales resistance will be at 
low ebb. Be guided accord- 
ingly and feature items re- 
quired to follow the public’s 
inclinations. 


MAKE a _ thorough 
21 inspection of the 
store today. Rear- 


range all interior displays 
in the most attractive man- 
ner possible. Clean open 
top display tables. Dust and 
polish. Mount missing sam- 
ples on panel doors. Per- 
haps display fixtures can be 
changed about with good re- 
sults. Replace missing price 
tags and tickets. Use talk- 
ing signs on featured in- 
terior displays. 


BE a good observer 


29 today. Much can be 
learned through a 
watchful eye. Have you 


noticed that most customers 
use the same aisles and fol- 
low the same path? Can 
you arrange your fixtures to 
better circulation? Try to 
eliminate the “dead spots,” 
but if this is impossible, 
make them more _ inviting 
and attractive. 


THIS is a good day to 
6 change your’ window 
displays. Two especially 
designed window displays 
featuring tools and cutlery 
will appear in this week’s 
HARDWARE AGE. Photographs 
of several window displays 
of proven merit will also be 
reproduced. Displays _in- 
stalled today will be fresh 
and attractive for a busy 
week-end of selling. 


WHEN will most 
14 fruits and vegetables 
ripen or mature in 
your vicinity? Canning sup- 
plies, as well as canning and 
preserving equipment, should 
| be pushed most aggressively 
at that opportune time. Are 
your stocks of needed arti- 
cles complete and adequate? 
Canning demonstrations will 
often serve to create many 
new customers. 


| THIS is the busy 
| yaw day in most cities 
and towns, and par- 
ticularly in rural sections. 
Are adequate parking facili- 
ties available near your store 
for customers using motor 
cars for shopping purposes? 
Perhaps special parking ar- 
rangements could be ar- 
ranged at little expense. Are 
ice-water, telephones and 
| toilet facilities 
the convenience 
patrons? 


provided for 
of 


store 





ADVERTISING should 
7 receive special attention 

today. Are your news- 
paper ads, direct mail cam- 
paigns, interior and window 
displays all aimed at the 
same objective? Coordinate 
all advertising effort to se- 
cure telling results. Put per- 
sonality into your copy and 
invest advertising dollars 
wisely. 


BE 
15 today. 

tomers 
you appreciate their pa- 
tronage. See that every 
patron is intelligently served 
in a courteous manner. The 
word of a discourteous sales- 
man is contagious, and curt 
replies to customers’ ques- 
tions, or rudeness, should not 
be tolerated. Every transac- 
tion should be a most pleas- 
ant one, especially on a swel- 
tering summer day. 


a good mixer 
Let your cus- 
know that 





IT is time to set up 
31 your stove samples. 

Early effort will send 
you off to a flying start. 
Write personal letters today 
to industrial plants, builders, 
machine shops and _ other 
quantity purchasers solicit- 
ing their patronage. Follow 
up the letters with personal 
ealls. Merchants who have 
tried this plan have been 
surprised at the business 
that was theirs for the ask- 
ing. 








SELECT a popular rea- 


Ss sonable article provid- 
ing a good margin of 
profit, and instruct the sales 
force to bring it to the at- 
tention of every customer, 
after intended purchases 
have been made. Display the 
article near the cash register 
or wrapping counter, where 
attention can be called to 
it in an unstrained manner. 
Admonish salesmen not to 
use undue force, as cus- 
tomers will resent it. 





IMPARTIALLY ob- 
serve the appearance 


24 


of your sales force, 
just as you would if you 
were a store visitor. Many 
hardware stores have 
adopted a uniform jacket 
for the sales staff. Light 


weight, washable materials 
can be procured in colors 
that will not soil readily, 
and such coats present a 
neat, clean appearance fav- 
orably impressing discrimi- 
nating patrons. 
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Mississippi Dealers Hold 





S. G. THIGPEN 
New President 


ORE than one hundred Mis- 

sissippi hardware dealers 

were in attendance at the 
25th annual convention of the Mis- 
sissippi Hardware and Implement 
Dealers Association, held in Biloxi, 
Miss., on June 15, 16 and 17. The 
three-day meeting convened in the 
Buena Vista Hotel and the conven- 
tion was such a success that the mem- 
bers voted to return to Biloxi, and 
the Buena Vista, in 1932. 

Officers elected for the ensuing 
year are: S. G. Thigpen of Picay- 
une, president; W. H. Fincher, Jr., 
of Lexington, vice-president; and 
Guy Nason of Starkville, reelected 
secretary-treasurer. 

District governors elected were: 
L. P. Allen, Belmont; G. B. Ram- 
sey, Starkville; C. E. Flint, Bates- 
ville; J. W. Hammer, Water Valley; 
R. L. Nelson, Belzoni; Ben Leving- 
ston, Drew; A. B. Crawford, Varda- 
man; K. T. E. Dame, Tillabota; J. A. 
Ross, Philadelphia; George D. 
Payne, Dekalb; George A. Alexan- 
der, Gulfport; W. F. Gorenflo, Bi- 
loxi; George M. Decoll, Brookhaven; 
M. B. Waring, Tylertown; C. H. 
Everett, Jackson, and I. S. Barnes, 
Jackson. 

Advisory committee members 
chosen were: J. H. Witt, Jackson; 
A. W. Willis, Tylertown, and W. F. 
Townsend, Itta Bena. 

The entertainment program was 
enjoyed immensely, with the golf 
tournament creating so much inter- 
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25th Annual Convention 


est that it was decided to make it 
an annual affair. Prizes were 
awarded to W. A. Lee, sales mana- 
ger, Orgill Bros. & Co., Memphis, 
who won the men’s championship, 
and R. A. McPherson, Columbia. 
runner-up. Mrs. Leroy Stevens of 
Meridian won first place in the la- 
dies’ division. 

A boat ride 14 miles into the Gulf, 
with a stop at the Isle of Caprice, a 
pleasure amusement place with surf 
bathing, was one of the delightful 
entertainments on the program, with 
a dance closing the program that 
night. 

“Conditions of the past 12 months 
of the depression period have taught 
us to quit scattering our purchases 
and to concentrate with the sources 
best able to serve us in all respects,” 
said W. F. Townsend, Itta Bena, re- 
tiring president, in his annual ad- 
dress. 

“In contrast to general state- 
ments that small businesses are on 
their way out and are being sup- 
planted by chain stores,” Mr. Town- 
send said, “the Department of Com- 
merce could find no sufficient basis 
for such an opinion. 

“Mississippi will enjoy a year of 
substantial improvement over last 
year,” he predicted. “There is a 
better cotton crop than in years and 
we have more feedstuff than I have 





GUY NASON 


Sec.-Treas. 





W. F. TOWNSEND 
Retiring President 


ever known. We may expect more 
than 8 to 10 cents for our cotton.” 

Harold Bervig, Indianapolis, as- 
sistant manager of the store man- 
agement service department of the 
National Retail Hardware Associa- 
tion, impressed upon the dealers the 
value and necessity of research and 
analysis of their business. He men- 
tioned proper store display, lighting, 
etc., to get the maximum sales from 
the minimum space. 

J. H. Witt of Jackson stated that 
he thought the hardware dealers in 
the past had made the mistake of not 
catering to the ladies who buy about 
85 per cent of the purchases. 

Joseph Orgill, Jr., vice-president, 
Orgill Bros. & Co., Memphis, Tenn.. 
said that the merchants could do 
more business by using more inten- 
sive selling methods on the lines that 
they have rather than going into 
new fields. 

L. E. Crandall, general manager, 
Simmons Hardware Co., St. Louis, 
Mo., felt that the present time of- 
fered the best opportunity in history 
for the independent dealer provided 
he eliminated to the fullest extent 
the waste of shopkeeping and sup- 
planted it with the business of sell- 
ing. The chain store plan of selling 
for cash and a greater standardiza- 
tion has been responsible for its 
growth and there is nothing used by 
the chain stores that cannot be just 
as successfully applied by the inde- 
pendent merchant, he said. 


HARDWARE AGE 























And Now! 





A Miiniature Trout Pool 


ROM Los Angeles, Cal., 
Penns the story of an enter- 

prising business man who 
established a miniature trout 
pool right in the city limits on 
the site of a former miniature 
golf course that was not paying 
its way. The concrete lined 
pool is 140 feet long, and from 
40 to 50 feet wide. The aver- 
age water depth is from four 
to five feet. Concrete sidewalks 
overhang the pool on all sides 
for about a foot providing a 
shaded recess for the 6,000 to 
7,000 trout with which the pool 
is stocked. A 50 cent fee permits 
anyone to fish as long as he wishes 
and provides the use. of tackle, 
flies and creel. In addition, the 
anglers pay one dollar for every 
four fish taken out of the pool. 
Part of the service rendered by 
those in charge is cleaning the 
fish and packing it for taking 
home. Facilities for cooking and 
eating the fish caught may be pro- 
vided later. 

Although equipment is pro- 
vided, many regular customers 
are bringing their own. Several 
dealers in Los Angeles report an 
interesting and profitable reve- 
nue from this source. For those 
who wish to watch, seats are pro- 
vided about the pool. Special 
electrically operated equipment 
keeps the water in a healthy con- 
dition. The enterprise is now 
owned and operated by a nearby 
hatchery which replenishes the 
stock at the rate of 2500 Rain- 
bow and Eastern Brook trout per 


JULY 9, 1931 


week. - Sizes are from 7 to 15 
inches. The fish are fed five 
times a week, but not in sufficient 
quantity to entirely appease their 
appetites. 

Fishing in the miniature pool 
has become a pretty keen fad, 
and it is a common sight at night 
to see men in Tuxedos and women 
in evening dresses going after a 
couple of trout after a ball, show 
or other social affair. The pool 


has had plenty of customers dur- 
ing the day, but at night it is 
busiest. Huge electric flood- 
lights provide the necessary il- 
lumination, and business is good 
even at 4 and 5 o’clock in the 
morning. “ 

Although it is said that very 
few patrons fail to catch a fish, 
those who are not successful may 
purchase trout from the opera- 
tors. 








ISHING is good all year in Miami, Fla., so is the sale of fishing equip- 


ment with the Phillips Hardware Co. in that city. This most complete 
department takes a corner space about 10 feet square and is a very profitable 
part of the store. On the table top are small compartments featuring sinkers, 
floats, hooks, lines, line winders and inexpensive baits and lures. Each item 
has a card giving identity and price. Here fishermen sell themselves—prices 
being from two cents up to about two dollars. If they are interested in the 
more expensive equipment such as the nets in the bins under the table, or the 
rods, reels, creels and wearing apparel in the wall cases behind the table sales- 
men must handle their wants. In other words this department is arranged for 


maximum profits. 
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Hardware Couneil Studies Available Soon-— 


Based on Cleveland Meeting Discussions 


EETING in Cleveland, 
M Ohio, prior to the N. R. 

H. A. Congress, the 
Hardware Council concentrated 
its deliberations into a one-day 
session, Saturday, June 20. A 
prepared program of topics was 
discussed and on each subject a 
committee of three appointed to 
interpret the recommendations of 
council. These recommendations 
as accepted are now being con- 
densed for publication and will 
be available to the trade the 
latter part of July. 

It is the purpose and practice 
of the Hardware Council to meet 
twice a year, to study major prob- 
lems confronting the manufac- 
turer, wholesaler and retailer of 
hardware and allied lines. An 
effort is made to consider all 
such studies from an entire in- 
dustry standpoint; that proper 
cognizance may be taken of each 
phase of such problems as it af- 
fects all three branches. 

Discussion in Cleveland in- 
cluded: the report that chain 
stores are now working for profit 
instead of volume and the effect 
this change may have on the 
hardware business; the activity 
of wholesalers rendering in part 
some of the services which the 
National Retail Hardware Asso- 
ciation renders and for that rea- 
son perhaps representing a dupli- 
cation of efforts; methods of 
bringing before the entire indus- 
try the findings of the council; 
the importance of existing con- 
troversies regarding the mer- 
chandising policies of gas and 
electricity utilities and the need 
for constructive programs of co- 
operation brought about through 
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a better understanding of all 
sides of the question; the distri- 
bution of manufacturers’ selling 
helps in standardized and more 
useful forms; the exercising gen- 
erally of more sound credit polli- 
cies and the standardization of 
catalog page sizes, particularly 
for tha miscellaneous paper 
cover catalogs issued by manu- 
facturers. 

Based on the discussions dur- 
ing the morning session the com- 
mittees prepared during the noon 
hour, reports outlining the coun- 
cil’s findings and recommenda- 
tions. With further discussion 
these were adopted, and as men- 
tioned will be condensed for pub- 
lication this month. 

Charles W. Asbury, Enterprise 
Mfg. Co., of Philadelphia, Pa., 
chairman of the council, pre- 
sided. Manufacturers were rep- 


resented by Charles F. Rockwell, 
secretary - treasurer, American 
Hardware Manufacturers’ Asso- 
ciation; Charles F. Reynolds, the 
Eberhard Mfg. Co., Cleveland, 
Ohio; Fayette R. Plumb, Fayette 
R. Plumb, “Inc., Philadelphia, 
and N. A. Gladding, E. C. At- 
kins & Co., Inc., Indianapolis, 
Ind. Wholesalers were repre- 
sented by George A. Fernley, sec- 
retary-treasurer, National Hard- 
ware Association; A. H. Nichols, 
Buhl Sons Co., Detroit, Mich., 
and L. H. Weber, the George 
Worthington Co., Cleveland, 
Ohio. Retailers were represented 
by H. P.-Sheets, managing-direc- 
tor, National Retail Hardware 
Association; R. J. Atkinson, 
Brooklyn, N. Y., and Hobart R. 
Beatty, Clinton, Ill. Mr. Sheets 
is secretary of the Hardware 
Council. 








This window display of water systems, by the Clark Hardware Co., James- 
town, New York, is an exceptionally well done piece of window trimming. 


There is what artists call composition in this display. 


The background, 


besides being interesting, ties the component parts together, while the 
background creates desire for ownership of the comfort bringing machin- 
ery. Homes and grounds are laid out realistically in miniature. 
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ENEVER a retail sales- 
man takes it into his own 
hands to cut a price he 


does two things: He demorali- 
izes the price on the article in 
question and he cuts his own sal- 
ary. Meanwhile, he is taking an 
unauthorized liberty which 
amounts practically to dishon- 
esty. Prices are based upon 
costs and the proprietor in- 
tends every salesman to get the 
price at which the article is 
marked. Failure to get that price 
is merely a confession of poor 
salesmanship. Cutting that price 
without authority merely to get 
a sale is downright dishonesty. 

Here is an incident that hap- 
pened a few days ago while I 
was in a retail hardware store. 
I happened to be standing near 
the counter where a salesman 
was attempting to sell a common 
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The 
Salary Side 


apd 


Price Cuts 


garden rake. The price was 
$1.50 and the customer began to 
hedge. Did the salesman disarm 
him with a presentation of the 
value of the rake? He did not; 
instead he leaned over and said 
confidentially, “Well, it is kind 
of high. I’ll tell you what [ll 
do. You're a good customer, 
I'll make it $1.25. The man 
walked out with his purchase but 
that clerk did not sell him a 
rake, he only sold him a cut 
price; in addition he gave away 
the merchant’s profit on the rake 
and donated a 
part of his own 
salary. 

That rake 
cost the dealer 
$1.00. The 
clerk sold it 
for $1.25. The 
merchant’s 
cost of doing 
business is 2] 
per cent of the 
selling price. 
Now 21 per 
cent of $1.25 
is approximate- 
ly 26 cents; 
subtract 26 
cents from 
$1.25 and you 
have 99 cents. 
Instead of a 
profit there was 
an actual loss 
of 1 cent. 























That salesman did about the 
most foolish thing any salesman 


can do. Unless he had been 
given definite authority, he had 
no legal or moral right to change 
the established price. The rake 
did not belong to him but to his 
employers who had marked it to 
cover the cost of the price. The 
salesman’s own salary and that 
of the other employees was in the 
legitimate margin covered by the 
original selling price. He was 
actually cutting his own salary. 

If he had been given authority 
to use his own discretion in the 
matter of prices, then my advice 
to him would be, hunt for an- 
other job. He would not be 
working in a safe place. There 
would be no future ahead of 
him; sooner or later the man he 
works for would be sure to fail 
and leave him out of a job. 

If he hadn’t been given au- 
thority to change prices, then he 
is nothing more than a common 
thief. He had deliberately stolen 
from the store and from his fel- 
low workers. The fact that he 
gained nothing through the trans- 
action does not lessen his guilt; 
it only adds to the foolishness of 
the crime. 

Every man-in a retail store is 
entitled to have the same selling 
prices. I would not work for a 
merchant who would personally 
cut the price I was allowed to 
make, unless the article in ques- 
tion was damaged or the price 
he made was to be established as 
a new regular selling price. 
Neither would I work in a store 
where any salesman is allowed 
to change the established prices 
at his own discretion. It under- 


mines confidence and pulls down 
(Continued on page 92) 
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reputation. The average sales- 
man is not qualified to make 
prices. His business is to sell 
merchandise for the price at which 
it is marked. When he attempts 
to make prices, he is stepping 
out of his own sphere, and nine 
times out of ten he will make 
mistakes. However, what most 
salesmen do not realize is that 
when they cut the price of an ar- 
ticle they have for sale, they are 
actually cutting their own sal- 
aries and the salaries of the 
other men in the store. 

It is also well to remember 
that there is no such thing as a 





confidential price. No customer 
ever keeps what you term a “con- 
fidential price” as a secret. He 
is sure to tell his friends sooner 
or later and to gloat over his bar- 
gain. Finally, that confidential 
price comes back to steal more 
salary and more profit. 

A salesman earns every cent 
that is paid him if he honestly 
and intelligently perfornis the 
duties of his job. How foolish 
it is, therefore, to do anything 
which will have a tendency to 
lower salaries. The idea should 
be to earn more rather than to 
earn less. If anyone has to cut 





your salary, let the boss do it. 
Meanwhile, get the price at 
which the merchandise is 
marked. Sell it honestly and in- 
telligently, make as many sales 
as you can and eventually you 
will not only draw a higher sal- 
ary, but you will be in position 
to at some time operate a busi- 
ness of your own. Something 
you will never do on a basis of 
unauthorized cut prices. 


Nineteenth of a series 
of articles for the man 
on the sales floor. 


Next Week: Answering 
Customers’ Questions. 





How to Write Retail Collection Letters 


(Continued from page 39) 


Of course I dislike to adopt, or 
even mention, such strict and harsh 
methods, but you have left me no 
other course, I simply cannot grant 
you any more time. 





This is by no means an idle threat. 

Make certain that you do exactly 
as you state. Turn the account over 
to an attorney or a responsible col- 
lection agency. It is far better to 
do this while there is yet some hope 
of collection. Nothing is to be 
gained by dilly-dallying with a cus- 
tomer under such conditions. And 
a great deal may be lost. Don’t 
hestitate at this point, but go on 
resolutely to the next step in your 
collection program. 

It must be clearly understood, of 
course, that this program applies 
only in those cases where a debtor 
has made no response whatever to 
repeated letters and reminders, and 
where there are no mitigating cir- 
cumstances. Every merchant carries 
numerous accounts on his ledger for 
a much longer period than this— 
and without unduly harrowing the 
debtor. But in these cases he knows 
the exact situation. The customer 
has made a definite arrangement for 
more time, and his position is clear- 
ly understood by the merchant. 

But even in such cases, care must 
be taken to avoid being imposed 
upon. While you naturally wish to 
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be reasonable, and give the debtor 
every chance, at the same time, you 
have no desire to be used as “a good 
thing,” and have your obligation in- 
definitely postponed while others, 
who are more firm, receive their 
money. The debtor should satisfy 
you that there is some very real rea- 
son for delay. And once this reason 
is removed, you will of course again 


become insistent for the money that 
is rightfully yours. 





Follow This Series in 
Next Week’s Issue. 
More Letters to Come. 





Automobile Sales Indicate 
Changes in Public Sentiment 


The consumer buying of automobiles 
reacts very quickly to changes in pub- 
lic sentiment. During the continued 
recession of stock market prices some 
weeks ago automobile buying tapered 
off noticeably. Since the announce- 
ment of the Hoover debt plan there 
has been a definite improvement in 
consumer buying of motor cars. This 
has been too recent, however, to make 
itself felt in production rates and, 
while it may mitigate the normal mid- 
summer decline, it cannot be expected 
to offset it—The Iron Age. 


Importance of Wholesale 
Trade Emphasized by 
Census Bureau Figures 


Importance of the middleman in 
American industry is evidenced by 
figures made public by the Census 
Bureau, showing the volume of trade 
through all wholesale types of estab- 
lishments in 1929 as $69,628,448,061, 


a figure almost equal to the gross value 
of manufactured products, about six 
times the gross income from farm pro- 
duction and exceeding the volume of 
retail business by nearly $20,000,000,- 
000. ~ 

The difference between the volume 
of wholesale trade and the volume of 
retail store trade, recently reported by 
the bureau as $50,033,850,792, it was 
explained, is accounted for by the fact 
that the former includes exports by 
wholesale establishments, sales to in- 
dustrial consumers, and some duplica- 
tion in handling at various stages of 
the movement of goods from producers 
to retailers and to industrial con- 
sumers, while retail business includes 
only sales to ultimate consumers. 

The wholesale figures, however, it 
was said, show that more than 50 per 
cent of the total is accounted for by 
the sales of wholesale merchants of 
the usual type. 

The 1930 distribution census revealed 
that there are 169,888 wholesale estab- 
lishments of all kinds in the Conti- 
nental United States. 
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WICKWIRE SPENCER 
MAKES PERSONNEL 
CHANGES 


R. E. Ratcliffe, who has been 
representing the American Wire 
Fabrics Corp. and the Wick- 
wire Spencer Sales Corp., both of 
New York, in the Texas district, 
has been transferred to the dis- 
trict office at Tulsa, Okla., to 
take the place of Lawrence J. 
Baldwin, who has resigned. Rob- 
ert Dougan, formerly connected 
with the Gulf Concrete Pipe Co., 
Houston, Tex., has been made 
manager of the structural prod- 
ucts department in the Tulsa dis- 
trict of Wickwire Spencer Sales 
Corp., to take the place of J. M. 
Mercer, who resigned to go in 
business in California as a mem- 
ber of the Curtis Whitney Steel 
Co. 


WIEBUSCH & HILGER TO 
SELL UTILITY BLADES 


The Utility Blade Corp., Irv- 
ington, N. J., has appointed 
Wiebusch & Hilger, Ltd., 198 
Lafayette Street, New York City, 
as their sales representatives. 
They are manufacturers of double 
edge razor blades. Their equip- 
ment is of the most modern type 
and the product of a highly supe- 
rior quality. 

In placing their distribution 
through Wiebusch & Hilger, Ltd., 
they have been fortunate in the 
fact that their representatives are 
well known to all classes of 
trade, having enjoyed a very high 
reputation of long standing and 
been engaged in the blade busi- 
ness for many years. 





NIMS DIES; WAS PRES. 
CRONK & CARRIER CO. 


Fayette Nims, 45, president 
and treasurer, Cronk & Carrier 





FAYETTE NIMS 


Mfg. Co., Montour Falls, N. Y., 
was found dead in bed at his 
home in that city, July 5. His 


death is believed to have been 
caused by a heart attack. His 
widow, his mother and a brother 
survive. 

F. A. HEGNER HEADS 
PITTSBURGH ASS’N 
Frank A. 
Hardware Co., 
was elected president 

Pittsburgh _ Retail 
Dealers’ Association at the last 


Hegner 
Pas 


the 


Hegner, 
Sewickley, 
of 


Hardware 





FRANK A. HEGNER 


meeting of the season held on 
June 26. 


president of the association and 


Mr. Hegner is a past 


has also served as president of 
PASHA. Wesley Moore, Moore 
Hardware Co., Oakdale, Pa., was 
elected of the 
Pittsburgh group and Theodore 
Backoefer, Oakland 
Co., Pittsburgh, and Charles W. 
Scarborough, Scarborough & 
Klauss Co., Pittsburgh, were re- 
elected treasurer and secretary, 
respectively. The next meeting 
of the association will be held 
on the last Friday in Septem- 
ber. 


vice-president 


Hardware 


NEW ENGLAND ASS’N 
MOVES HEADQUARTERS 





Headquarters of the New Eng- 
land Hardware Dealers’ Associa- 
tion have been moved to the new 
building of the United Shoe 
Machinery Corp., corner Federal 
and High Streets, Boston, Mass. 
The offices of the association are 





located on the second floor. 





Pioneer Hardware Manufacturer’s 


/ J. G McCARTY PASSES 


Agent 


Was 91 Years Old—Sold Goods Since 1858. 


The passing of J. C. McCarty, 
age 90 years, on Monday, June 
28, brought to a close the career 
of a pioneer hardware man, who 
since 1858 had enjoyed a well- 
deserved international reputation. 
One of the earliest, if not the 
first, to operate a commission 
agency selling for hardware man- 
ufacturers, Mr. McCarty intro- 
duced many hardware lines that 
are today universally accepted as 
leaders. He was a_ traveling 
salesman in 1870 when the late 
E. C. Simmons of St. Louis was 
a buyer. A man of. sterling 
character, his life’s work has left 
an indelible impression on the 
hardware industry which he 
loved as much as it loved him. 

Starting his hardware career 
73 years ago as a partner of 
in the firm of 


Horace Durrie, 


Durrie & McCarty, the late ia 
| of his son, L. J. McCarty, where 


C. McCarty almost immediately 
became a very important factor 
in the distribution of hardware, 
handling in many instances the 
entire output of important man- 
ufacturers. In 1890 the business 
was incorporated as J. C. Me- 
Carty & Co., with Mr. McCarty 
as president, which office he held 
at the time of his death. His 
sons, L. J., H. J.-and E. W., 
were vice-president, _ treasurer 
and secretary, respectively. All 
three survive him today, in those 
same capacities. E. W. McCarty 
is also vice-president in charge 
of sales of the American Fork & 
Hoe Co., Cleveland, Ohio, but 
maintains his office at 253 Broad- 
way, New York City, in the same 
building where J. C. McCarty & 
Co. has had offices for many 
years. 

Until 1921, the late Mr. Mc- 
Carty was very actively engaged 
in his business and was found 


in his office every day, alert and | 


very much interested in the swiit 


changes that were taking place | 


in the hardware industry. In 


these last ten years, however, he 


had been spending much of his | 
N. Y.,| 


home, coming to the company | as 


time at his Brooklyn, 


offices infrequently. In recent 








J. C. MceCARTY 


time had been poor and at the 
time of his death he 
deavoring to recuperate at the 
Monmouth Beach, N. J., home 


was en- 


his death occurred. 





HYGRADE LAMP NOW 
HYGRADE SYLVANIA CORP. 


The Hygrade Lamp Co., Salem, 
Mass., became the Hygrade Syl- 
vania Corp. on July 1. The Salem 
office and works will be known 
as the Hygrade Lamp Division; 
the Emporium, Pa., office and 
works and the St. Marys plant 
will be known as the Sylvania 
division, 


Directors and officers of the 
new company were elected on 
July 6. 


All correspondence and all or- 
ders, which in the past were ad- 
dressed to the Hygrade Lamp 
Co., Salem, Mass., should now 
be addressed to the Hygrade 
Lamp Division, Salem, Mass. 





MAXWELL HARDWARE CO. 
HAS BERKELEY BRANCH 
| The Maxwell Hardware Co, 
| Oakland, Cal., recently opened a 
branch at Channing Way and 
Telegraph Avenue, Berkeley, Cal. 
Before the Maxwell company 
took over the store it was known 
the College Hardware C». 
| Jack Reynolds is manager ef the 


months his health for the first | store. 
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PARADIS SUCCEEDS MACE 
AS LOCKWOOD DIRECTOR 

William Paradis has _ been 
elected a director of the Lock- 
dood Mfg. Co., South Norwalk, 
Conn., taking the place on the 





WILLIAM PARADIS 


board left vacant by the resigna- 
tion of W. S. Mace. Mr. Paradis 
has been connected with the 
New York branch of the com- 
pany for the past twenty years 
with the contract sales division. 
He joined the company in 1910. 
For the past ten years he has 
been in charge of contract sales 
in the metropolitan area. 

Mr. Paradis will continue his 
activities in the contract division 
as well as serving as a director of 


| the company. His office is located 
| at 11 Warren Street, New York 


City. 


MRS. HINES DIES; WAS 
FORMER MRS. TOWNLEY 


Mrs. Harry Hines, formerly 
the widow of James P. Townley, 
founder, Townley Metal & Hard- 
ware Co., Kansas City, Mo., died 
in Los Angeles, Cal., June 22. 
| Formerly she was a resident of 
Kansas City for 40 years, going 
there with her husband, James 
P. Townley, from Terre Haute, 
Ind., in 1890. 

The late John M. Townley, 
former president of the National 
Hardware Association of the 
United States, was a stepson to 
Mrs. Hines. She is survived by 
an only son, Richard F. Townley, 
vice-president of the Townley 
company. 





HOLDING ON BUSINESS 
TRIP THROUGH ENGLAND 
J. C. C. Holding, vice-presi- 
dent and manager of the Ameri- 
can Stainless Steel Co., Pitts- 
burgh, Pa., sailed last week on 
the S.S. Bremen for a 30-day 
business trip through England. 


FLANNIGAN, COAST MGR. 
FOR PETERS CARTRIDGE 


Peters Cartridge Co., Cincin- 
nati, Ohio, has named David W. 











Flannigan as West Coast man- 
ager, in charge of the company’s 
San Francisco branch. He has 
been with the organization for 
the past 18 years, during which 
time he traveled over a large 
part of the United States and 
Canada. 

Mr. Flannigan is well known 
as an exhibition shooter with 
rifle, pistol and revolver. 


FOSTER BEGINS 52nd 
YEAR WITH MATHEWS 
& BOUCHER HARDWARE 


William P. Foster, 70, recently 
finished his fifty-first year with 
the Mathews & Boucher Hard- 
ware Co., Rochester, N. Y. At 
the age of 19 he joined the com- 
pany as assistant clerk. In 1920 
he became a member of the firm. 
In point of service he is senior 
member of the organization. 

Mr. Foster has in his posses- 
sion several old invoices of hard- 
ware concerns. One of them, 
dated Oct. 17, 1848, was bought 
by L. V. and E. F. Church from 


Wolfe & Bishop, 87 Maiden Lane, 


New York City, hardware im- 
porters. Merchandise shipped 
at that time was sent mostly by 
canal boat. Where canal ship- 
ment was not available the mer- 
chandise was sent by wagon. 
Many of the items priced in the 
bill to the Messrs. Church were 
quoted in shillings and pence. 














THOR PACIFIC OPENS 

NEW SALES QUARTERS 

The Thor Pacific Co., distrib- 
uters for Thor products made by 
Hurley Machine Co., Chicago, 
Ill., has opened new headquar- 
ters at 1001 South Hope Street, 
Los Angeles, Cal. E. O. Thomas 


Tet eed 





E. 0. THOMAS 


is president and general manager 
of the Thor Pacific Co., which is 
the largest distributer of Thor 
products in the country. The 
new building has a floor space of 
30,000 square feet in its three 
floors. The company also han- 
dles Copeland refrigerators and 
Electrochef and L. & A. ranges. 
E. N. Hurley, Jr., is president 
of-the Hurley Machine Co. 





W. C. RICE REPRESENTS 
YEARKE METAL PROD. 


Yearke Metal Products Co., 
Buffalo, N. Y., has appointed the 
W. C. Rice Co., 623 Larkin 
Street, San Francisco, Cal., as 
Pacific Coast agent. 





FOSTER IS PRESIDENT POT & KETTLE CLUBS OF AMERICA 


Ninety-five official delegates 
from the San Francisco, Cal., Los 
Angeles, Cal., Seattle, Wash., and 
Portland, Ore., Pot & Kettle 
Clubs attended the fourth annual 
convention of the Associated Pot 
& Kettle Clubs of America, at the 
Hotel St. Francis, San Francisco, 
June 18 to 20. More than 300 


wholesale house and department 
store salesmen, buyers and their 
guests attended various activities 
of the convention. W. B. McDon- 


ald was general chairman of the 
convention, assisted by the fol- 
lowing chairmen and their com- 
mittees: entertainment, W. A. 
Stone; directory, E. B. Happoldt; 
reception, Geo. G. Foster; ar- 
rangements, H. C. Sargeant; 
finance, G. C. Gillan; publicity, 
Osgood Murdock; Hardware 
VW orld and ladies’ reception com- 
mittee, Mrs. Ashley Farless. 
The convention was made pos- 
sible by publication of the West- 








ern Housewares Directory, issued 
under auspices of The Associated 
Pot & Kettle Clubs. Thursday 
evening June 18, a reception of 
delegates was held at the Hotel 
St. Francis, while registration 
was held Friday morning, fol- 
lowed by the opening business 
session. That afternoon a busi- 
ness session was held, followed 
in the evening by a dinner dance 
in the Golonial ballroom. 
Saturday a trip for delegates, 





members and guests was made on 
the Golden Gate Ferry to Sau- 
salito, with luncheon on the sum- 
mit of Mount Tamalpais. In the 
evening a stag dinner was held 
at the convention headquarters. 
Special entertainment programs 
were held for the visiting ladies, 
including shopping tours, sight- 
seeing tours and a theater party, 
Saturday night. Golf privileges 
were provided for delegates, 
members and guests. 
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L#D. TUTTLE IS NOW 
STANLEY AGENT 


L. D. Tuttle, who has been 
representing the Van Norman 
Machine Tool Co. in the sale of 
Stanley automotive electric and 
service tools in the Southern 
States, will now represent the 
Stanley Electric Tool Co., New 
Britain, Conn., direct in the sale 
of electric tools to the industrial, 
electric and automotive distrib- 
uters. He also represents Stanley 
direct in the sale of automotive 
service tools to automotive dis- 
tributers. 

Associated with Mr. Tuttle in 
his Atlanta office at 59 Baker 
Street, N. W., are E. G. Jones 
and E. A. Walker. In his Dal- 
las office at 2101 North Akard 
Street, Stafford Jones is asso- 
ciated with him. 


W. L. SAUNDERS PASSES 


William L. Saunders, 74, 
chairman of the board, Ingersoll- 
Rand Co., New York City, died 
at Teneriffe, Canary Islands, 
while on a world cruise, on June 
25. He was a native of Colum- 
bus, Ga. After leaving college 
he engaged in newspaper work in 
Philadelphia, Pa., for two years, 
then becoming engineer in charge 
of dock construction at Black 
Tom Island, New York Harbor, 
until 1882. Later he became en- 
gineer, vice-president and then 
president of the Ingersoll-Sar- 
geant Drill Co., president of the 
Haesler Tool Co. and the New 
York Imperial Tool Co. 

When Ingersoll-Sargeant was 


succeeded by the Ingersoll-Rand 
company he became president 
and ultimately chairman of the 


board. 


L. H. BOOCH RESUMES 
MANUFACTURERS’ AGENCY 
Leo H. Booch, 2906 Maple 


Avenue, Dallas, Tex., has re- 
sumed the manufacturers’ agency 
business in which he was en- 
gaged prior to 1911. He has a 
wide acquaintance in the South- 
west and is seeking a few good 
lines; staples or specialties to 
sell buyers in Texas, Oklahoma, 
Louisiana and Arkansas. 





DIEHL CHICAGO MGR., 
THE WITT CORNICE CO. 


The Witt Cornice Co., Cincin- 
nati, Ohio, has appointed E. A. 
Diehl, Room 1489, Merchandise 
Mart, Chicago, IIl., as representa- 
tive in the Chicago territory. F. 
R. Felt will represent the Witt 
organization in Illinois, eastern 
Wisconsin, Iowa river towns and 


St. Louis, Mo. 


1932 TOY FAIRS TO BE 
HELD AT SAME HOTELS 
AS THE 1931 FAIRS 


F. D. Dodge, secretary, Toy 
Manufacturers of the U. S. A., 
Inc., has announced that the 1932 
toy fairs will be held at the same 
hotels as this year’s fair—the 
McAlpin, New York City and the 
Stevens, Chicago, Ill. The com- 
mittee on marketing has selected 
the same hotels because of the 
great satisfaction expressed by 
both exhibitors and buyers. 





National officers for next year 
are: President, George G. Foster, 
San Francisco; vice-presidents, 
J. P. Cummings, Seattle, and 
John Mark, Portland; secretary- 
treasurer, Charles W. Lasher, San 


Francisco. Directors elected 
were: W. S. McCune, J. F. 
Rhodes, A. R. Nisely, Harry 


Hall and A. E. Todd. An ad- 
visory board, to be composed of 
retired National presidents, was 
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formed, with G. A. Hallenscheid, 
Los Angeles, as its first member. 

Officers for the year just ended 
are: President, Mr. Hallen- 
scheid; first vice-president, Mr. 
Foster; second vice-president, 
Mr. Cummings, and secretary- 
treasurer, W. C. Hitt, Los An- 
geles. 

The 1932 convention will 
held in Los Angeles. 


be 








TRADE PRACTICE REVISIONS RESTRICT DEVELOP- 
MENT OF CONFERENCE PLAN 


(From Our Washington Bureau) 


Many of the trade practice 
conference rules adopted by in- 
dustries are being changed by 
the Federal Trade Commission 
solely for its own convenience, 
according to one of its own mem- 
bers, William E. Humphrey, who 
last week criticised the commis- 
sion for too much standardiza- 
tion of rules. He declared that 
too complete standardization 
“will mean the destruction of the 
trade practice conference.” 

The commission has been the 
object of criticism from indus- 
tries and trade associations for its 
changing the codes and has been 
charged by some with having 
merely turned them into legalis- 
lic statements. Criticism com- 
ing now from one of its own 
members is expected to weaken 
further the regard of industry 
for the rules. Yet Mr. Humphrey 
himself only recently issued a 
statement supporting 
the rules and attacking those who 
had said the commission had 
abandoned the rules, evidently 
meaning that the changes made 
virtually implied abandonment. 

In his latest criticism, Mr. 


strongly 








Humphrey said that the rules are 
changed by the commission not 
because they are illegal or have 
been abused or have not worked 
out well, but because it is easier 
for the commission to make one 
rule for all industries than it is 
to study all the rules for each 
industry. Even strongest critics 
of the change made in the rules 
support this declaration of Mr. 
Humphrey. The argument is gen- 
erally made that individual rules - 
must be adopted for the peculiar 
conditions applying to individual 
industries and that it is not pos- 
sible to adopt blanket or stand- 
ardized rules for all industries. 
Actually, the commission has not 
adopted rules of the latter char- 
acter, though the tendency is in 
that direction. 

“Carried to the extreme,” said 
Mr. Humphrey, “standardization 
would mean that the conferences 
would consist merely in mailing 
to the members of the industry 
a copy of the anti-trust laws. It 
would destroy benefits that come 
to the industry from meetinzs 
with the commission. It would 
substitute for the guidance and 
the help and intelligence of the 
commission a 2c. stamp. In 
short, it would mean the com- 
plete destruction of the trade 
practice conference.” 





W. E. HARTMAN DIES 


William E. Hartman, 78, pres- 
ident, Hartman Hardware Co., 


McKeesport, Pa., died June 23. 


As a young man he learned the 
tinning trade in Siebold’s tin- 
shop in that city. Later he be- 
came head of the tinshop and 
belting department of the Na- 
tional Tube Works. In 1880 he 
and his brother J. N. Hartman 
started in business. For the past 
20 years he has been president 
of the company. He was the first 
captain of the city’s first volun- 
teer fire department, later 
replaced by a paid department. 





His widow, three daughters and 
two sons survive. 


MOISELLE JOINS 
BERGER MFG. CO. 


Louis Moiselle has joined the 
sales department of Berger Mfg. 
Co., Canton, Ohio, and will con- 
centrate on the sales of Berloy 
display and_ merchandising 
equipment manufactured by this 
company. for the past 11 years 
he was connected with the sales 
department of David Lupton 
Sons, Philadelphia, Pa., in a 
similar capacity. 





55 











Genera, Marker News 


OF THE WEEK 


New York, July 8.—Several 
favorable factors have combined 
to improve trade sentiment in the 
nation’s leading hardware mar- 
kets, with the result that the cur- 
rent month has made an en- 
couraging start. The recent step 
taken by the government to facili- 
tate a world-wide business re- 
covery has already had a favor- 
able effect. A greater degree of 
confidence in the prospects for fall 
and winter business has devel- 
oped and in the estimation of 
many, the time is opportune for 
further progress toward a revival 
of business activity. 

Advances have registered in 
some of the important raw ma- 
terials used in making hardware 
products and a firmer trend in 
prices is a possibility in the near 
future. As a rule, the weather 
prevailing recently has been sea- 
sonable in the important trade 
areas and hot-weather merchan- 
dise has enjoyed an active de- 
mand. Providing that current 
sales levels are maintained dur- 
ing the balance of the month, it 
is believed that sales totals will 
compare fairly favorably with 
those for the corresponding pe- 
riod of a year ago. 

Outing equipment and vaca- 
tion supplies are in excellent 
demand. Shelf hardware and 
most staple lines are moving in 
a moderate volume. Housewares 
are quite active. Heavy hard- 
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ware and mill supplies are in 
slightly better demand. Seasonal 
goods are moving in steady flow 
at a much better rate than was 
anticipated earlier in the season. 
A shortage of electric fans has 
developed at Chicago. 

Most price revisions being an- 
nounced reflect an easier trend, 
but sharp reductions are less 
numerous and quotations are 
being well maintained at low and 
generally attractive levels. 


The credit situation may be 
characterized as “spotty.” Col- 
lections are considered satisfac- 
tory in some sections and slow 
in other territories. 


Two Types of Sylvania 
Lamps Are Lowered in Price 


A price reduction on two types of 
Sylvania Lamps has been announced 
by Mark C. Brown, assistant sales man- 
ager, Hygrade Sylvania Corporation, 
Sylvania Division (formerly Nilco 
Lamp Works, Inc.). 

Effective June 15, 1931, the list price 
of the 375-watt, 75-volt, medium screw 
base, T-10 Clear lamp for Projection 
Lighting Service is reduced from $3.75 
to $3.25. 

Effective June 8, 1931, the list price 
of the 25-watt, 110-130-volt, medium 
screw base, T-10 Frosted lamp for 
Limited Lighting Service is reduced 
from 50 cents to 45. cents. 


New York Painting Materials 


Sales of paint to retailers have been 
fairly well maintained at about last 
year’s levels, but the industrial de- 


mand has been less satisfactory. Quick 
drying enamels and house paints are 
moving in good volume. Current prices 
for the New York district on turpen- 
tine and linseed oil are as follows: 


LINSEED OIL 


In lots of less than 5 bbl........ 9.6c 

In lots of 5 bbl. or more........ 9.2c 

Calcutta linseed oil in bbl....... 20.0 
TURPENTINE 

Carlots, ex Mg ome Nt so 50 

Ten-barrel lots, ex dock........ 5214 

Less than five barrels, f.o.b....... 55 


Steam distilled turpentine— 


Five-drum lots, delivered, N. Y...51 
Less than five barrels........... 51 


May Wholesale Hardware 
Sales in Pacific Coast Section 


The May report of the Federal Re- 
serve Bank in the Twelfth Reserve 
District, embracing the Pacific coast, 
reveals the following figures on whole- 
sale hardware sales for that section. 

May sales as compared with the 
same month of a year ago show de- 
clines of 17.9 per cent, while as com- 
pared with the preceding month, sales 
were but 0.5 smaller. For the first five 
months of 1931 as compared with the 
same period of 1930, sales show a de- 
cline of 23.6. 

The value of stock at the end of May 
as compared with a year ago discloses 
that wholesale stocks are 18.2 per cent 
smaller. It is pointed out that with 
the low state of stocks only a small in- 
crease in the demand will serve to de- 
velop a huge amount of business. On 
this account it is believed that any 
definite improvement in the consumer 
call will find many manufacturers, 
wholesalers and dealers unprepared to 
cope with the demand. 
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Basic Business Indieators for Week Ended June 27 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


‘eekly Average 1923-1925, Inelusive=100 


Of the twenty-one basic indicators appearing below upward trends are apparent in Petroleum Production, 
Fisher’s Wholesale Price Index; Bond Prices; Stock Prices and Money in Circulation. Very little current 
fluctuation is shown in: Bituminous Coal Production; Lumber Production; Cotton Receipts; Iron and Steel 
Composite Price; Time Money Rates and Call Money Rates. Declining tendencies are reflected in: Freight 
Car Loadings; Wheat Receipts; Detroit Factory Employment; Copper Price Electrolytic; Business Failures; 
Bank Debits; Brokers’ Loans and Loans and Discounts. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 


PirtspurGH, July 7. 


USINESS during the last week in 
B June was stimulated considerably 

by the hottest weather of the year 
to date, and succeeded in bringing ag- 
gregate June sales of most jobbers to 
a point only slightly under June of last 
year. As compared to May, when 1931 
business fell considerably under the 
previous year, June is considered to have 
made a very good showing. Most of the 
recent activity has been in seasonable 
hot weather items, the majority of which 
are moving in better than normal vol- 
ume for this period. Wire cloth has 
been very active, witl. sales of bronze 
and aluminum material making a 
favorable showing. 

Total movement of screen doors and 
windows has been satisfactory, al- 
though orders have been generally for 
small lots, indicating the desire of re- 
tailers to keep their stocks low. Elec- 
tric fans have been active. and the 
same can be said of ice cream freezers. 
Cherry seeders are still very active. 
Fly swatters are also moving well. 
Tennis Balls are more active than they 
have been in several years, and some 
manufacturers are ten days behind in 
deliveries to jobbers. Tennis rackets 
are also good and some retailers be- 
lieve that many persons have substi- 
tuted tennis for golf as a diversion 
this year because of the comparatively 
lower cost of playing. Automobile 
tires are still moving better than in 
recent years, and aggregate sales to 
date are considered very satisfactory. 


MAY HARDWARE SALES 


An excellent composite of the hard- 
ware business during May as compared 
to the previous month is found in data 
just made public by the Bureau of 
Business Research of the University of 
Pittsburgh in the Pittsburgh Business 
Review. Eleven retail hardware stores 
in Pittsburgh reporting to the Bureau 
had a gain in net sales in May over 
April of 5.6 per cent, but a loss of 
20.9 per cent as compared with May, 
1930. In the first five months of 1931 
their net sales were 11 per cent under 
the corresponding 1930 period. In the 
same periods the 353 retail stores of 
all sorts reporting had a loss of only 
9.7 per cent. Net sales of nine hard- 
ware wholesalers during May were 7.6 
per cent under April and 30.7 per cent 
lower than May, 1930. In the first five 
months of the year these wholesales 
had a decline of 24.3 per cent in sales 
as compared to the corresponding 1930 
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Bolt 


period. In the same periods the de- 
cline in sales of the 61 wholesalers of 
all sorts reporting was 22.3 per cent. 


PRICE REVISIONS 


Prices have not changed materially 
during the week. The McKinney Mfg. 
Co. is still making revisions in its 
quotations on a number of building 
hardware lines which are being passed 
on to retailers by jobbers. Following 
declines in bolt prices, jobbers in this 
territory are now quoting 70 per cent 
off list on roll thread bolts and 66 2/3 
per cent off list on cut thread bolts. 
Rivets are not being changed. Wire 
products are fairly well maintained. 
During the month sheet steel prices 
will likely be advanced following the 
introduction of higher quotations by 
mills. 


INDUSTRIAL CONDITIONS 


Basic industrial conditions in the 
western Pennsylvania district have not 
changed much in spite of the general 
improvement in business sentiment oc- 
casioned by the proposed moratorium 
on German reparation payments. The 
volume of steel orders continues to 
show its expected seasonal decline, and 
production in Pittsburgh mills is still 
falling off. 


COAL INDUSTRY 


The coal strike continues, but has 
had little effect on the market. Some 
grades of coal are rather hard to buy 


Prices 





Weather Stimulates Demand; 


Are Reduced 


and slack prices have advanced to the 
best level in several months. Coke, on 
the other hand, is still very dull, and 
makers of the premium grade of foun- 
dry coke have reduced quotations 35c. 
a ton following several years at an 
unchanged level. 


BUILDING ACTIVITY 


Building activity is still very light, 
and not much improvement over the 
remainder of the year is expected. 
As an example, permits for new build- 
ings, additions, extensions and altera- 
tions during May in_ Pittsburgh 
amounted to only $988,450 as com- 
pared to $2,366,462 in May, 1930. In 
western Pennsylvania total contracts 
awarded in the first five months of 
1931 amounted to $30,602,700 as com- 
pared to $72,127,500 in the first five 
months of 1930. Residential contracts 
totaled $9,818,000 in the first five 
months of 1931 as compared to $13,- 
580,000 in the corresponding 1930 
period. For the same period this year 
contemplated projects amounted to 
$64,570,100 as compared to $92,747,- 
000 in the’ first five months of 1930. 


COLLECTIONS 


Collections continue to average very 
slow with wholesale dealers, but a 
somewhat better trend has been re- 
ported in the retail trade during the 
last two or three weeks. This is par- 
ticularly true in the city of Pittsburgh, 
while less satisfactory conditions are 
reported in surrounding towns. 





BOSTON 


(Boston office of HARDWARE AGE) 
Boston, July 7. 

ENTIMENT in all branches of 
.' the hardware trade has improved. 

Possibly recent developments in 
international affairs and .in the se- 
curity markets may have had some- 
thing to do with the better sentiment, 
but whatever it was, there is quite a 
betterment in the business outlook. As 
for actual business, however, there has 
not been a noticeable increase. Trade 
with jobbers is holding its own and 
comparing favorably with that of a 
year ago. The retail hardware dealer, 
likewise, seems to be holding his own. 
Nevertheless, there is no change in his 
buying attitude. In other words, he is 
not anticipating requirements, but con- 
fining purchases to actual needs. 


Business Outlook Improves 
Some Staples Are Lower 


HARDWARE OUTLOOK 

In wholesale hardware circles the 
common belief is that business will im- 
prove as 1931 progresses. There are 
always exceptions in every instance, 
but the feeling persists in wholesale 
houses that retail stocks of goods that 
will be required next fall and winter 
are quite small and that dealers will 
enter the market in due time. It is 
quite evident that the general public 
is patronizing the hardware store more 
frequently than was _ anticipated. 
Naturally, goods required the most are 
seasonable articles. There is no lack 
of interest in other items, however. 
Stepladders, haying tools, the many 
small household utensils carried by 
the trade, and Fourth of July goods 
moved quite well the past week, to say 
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nothing of a long list of other mer- 
chandise. 


HEAVY HARDWARE, ETC. 


Competition between the heavy hard- 
ware houses for business is still very 
keen. As a result, consumer purchases 
are in small quantities and the buyer 
often shops all over the market before 
placing his order. The movement out 
of warehouse stocks, however, seems to 
be gathering momentum, although the 
improvement is slow. But the fact 
remains that all warehouses report in- 
creased sales, not only in comparison 
with a month ago, but the showing 
with 1930 is commendable. Most of 
the orders received by the mill supply 
wholesalers are for small quantities, 
but a surprisingly large number of 
bookings are being made each day. 
Those industrial plants upon which 
the mill supply wholesalers rely for 
business, as a rule, are doing better 
than they were in the early part of 
the year, and naturally the whole- 
salers, all things considered, feel they 
are doing as well or better than could 
be expected. 


KANSAS CITY 


(Kansas City office of HARDWARE AGE) 
Kansas City, July 7. 


IGHT at this time there is con- 
R siderable acceleration in fish- 
ing tackle as it is right at the 
height of the fishing season. The run 
of sales through dealers, however, is 
as great as last year, so the conclusion 
is that the fishing tackle business this 
summer measures up well with that of 
last summer. 


LAWN GAMES, ETC. 


Croquet continues to move in fair 
volume, but not so good as earlier in 
the season. Baseball goods are a little 
better this year than last year, ac- 
cording to one wholesale house, while 
golf business has fallen off slightly. 
This was due to the “flop” of pee wee 
golf, which was a big item last year. 
Regular golf equipment has been mov- 
ing well, but last year was an excep- 
tional year for golf. 


HARNESS GOODS 


There has been a decided pickup in 
harness and strap work, due, it is said, 
to a movement of people from the cities 
onto small farms and to the fact that 
these people have equipped themselves 
with horse power rather than tractor 
power. Along with the betterment of 
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MARINE HARDWARE SELLING 


It being the height of the boating 
season, the movement of marine hard- 
ware into the hands of consumers is 
quite satisfactory. In fact, a number 
of concerns interviewed the past week, 
while not having definite figures for 
June available, maintain that business 
was better this year than in 1930. The 
trend in boating has largely turned 
to small boats and more particularly 
to speed boats. That fact has ma- 
terially helped business this year, as 
the owner of a speed boat likes to 
doll up his possession, and that means 
that riding lights, flags, flag holders 
and deck trimmings, etc., have been 
in demand. 


NOT ALL OPTIMISTIC 


The better feeling evinced among 
distributors of hardware is not shared 
by all. The New England Shippers 
Advisory Board, in its forecast for 
third quarter 1931 car requirements, 
does not take a particularly rosy view 
of the business outlook. 

This report shows that the board 
expects that car requirements in New 





the harness and strap work market, 
a noticeable advance is noted in the 
price of horses and mules. 


PAINTING SUPPLIES 


The paint business seems to have 
held up well, but has been a trade 
of small but numerous sales. One 
paint manufacturer’s representative 
selling in this territory says their in- 
dustrial business has been off about 
24 per cent while their regular sales 
through jobbers and dealers have been 
about 12 per cent ahead of last year. 
“Never in our history,” said this repre- 
sentative, “have we handled so many 
small orders. But these small orders 
have been good—they have offset our 
loss on industrial business to such an 
extent that this year’s business will 
compare favorably with, or even ex- 
ceed, last year’s business. Our fac- 
tory has kept going and no people 
have been laid off. Neither have wages 
been reduced. I believe it is safe to 
say that our business will net us 
around 6 per cent, which is mighty 
good, considering everything.” 


CREDIT SITUATION 


The credit situation is not good. 
This is largely a reflection of the Kan- 
sas wheat situation where the harvest 


England for iron and steel will be 
between 15 and 20 per cent less than 
for the same quarter of 1930, and that 
it will require 20 per cent fewer cars 
to move wire goods this period. For 
the 29 different groups of commodities 
covered by the report, it is forecasted 
that 6.5 per cent fewer cars will be 
needed this quarter than in July, 
August and September, 1930. 


STAPLE HARDWARE LOWER 


Prices on some of the more staple 
lines of hardware have been reduced. 
Common carriage and machine bolts 
and lag screws are now 65 and 5 per 
cent discount, whereas heretofore they 
were 60 and 5 per cent discount. All 
kinds of nuts are now 40 and 10 per 
cent discount, contrasted with 40 per 
cent discount heretofore. 

There has also been a reduction of 
15c. a keg in wire nails, consequently 
they are now $2.85 a keg, base, from 
stock. Flat head bright wood screws 
are now quoted 40 and 25 per cent dis- 
count, as against 40 and 10 per cent 
discount heretofore, and other types of 
wood screws are down proportionately. 


Fishing Tackle Is Active; 
Credit Prospects Brighten 


is on and the price of wheat low. 
Farmers do not know what to do. With 
the Federal Farm Board holding about 
two hundred million bushels of wheat 
as a constant threat to the market, 
those who have wheat to sell are up 
in the air. While there is perhaps 
less acreage in Kansas than last year, 
the crop the State over is very good. 
Wholesalers expect this credit situa- 
tion to clear up. They look for the 
Fedeval Farm Board to declare its 
policy in a short time, and this, it is 
said, may send the price of wheat up 
to 65 or 70 cents a bushel. With a 
price of even 65 cents a bushel, it 
would make the money pour in to meet 
obligations, and the hardware trade 
would benefit immeasureably. 


APPLIANCES CHIEF TOPIC 


The merchandising of gas and elec- 
tric appliances continues to be the 
foremost thought in the minds of deal- 
ers and wholesalers in this section, and 
will continue to be the major topic of 
speculation up until August 1 when 
the Oklahoma and Kansas laws pro- 
hibiting the utilities from merchandis- 
ing appliances will be in operation. 

Word comes from the Oklahoma sec- 
tor that the electric companies will dis- 
continue the sale of all appliances 
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after that date and the Kansas power 
men have signified a like course in 
regard to the Kansas law. In Okla- 
homa and Kansas the gas companies 
are having the battle of all battles to 
prevent the people from obtaining re- 
duced rates for gas, so that their posi- 


CHICAGO 


(Chicago Office of HARDWARE AGE) 
Cuicaco, July 7. 


ESPONSE was immediate and 
R= startlingly favorable to 

the Hoover proposal published 
June 20 for a reparations moratorium. 
The rapid and radical advances in the 
securities markets have been matched 
by a prompt mark-up of prices on 
grains and on several depressed basic 
commodities, including notably copper, 
tin and lead, also cotton, rubber and 
hides, which very directly affect hard- 
ware costs. Almost unanimous sup- 
port at home, and general world ap- 
proval of the Hoover plan, seems to 
have afforded the rally of optimistic 
sentiment which has been needed as 
the turning point in the world’s de- 
pressed business affairs. That this ral- 
ly may continue and grow without ex- 
cesses under courageous political and 
industrial leadership, is today’s uni- 
versal prayer. 

Yet no one forgets that surplus 
stocks and surplus production still 
exist, and must be handled with the 
wisest skill. Tax conditions sorely need 
every cooperation for relief. Between 
1915 and 1929, the general taxes levied 
on all Chicago property for State, 
county, city, park and other govern- 
mental purposes increased from $59,- 
541,863 to $225,534,460, and Chicago 
is not alone in suffering from such 
orgies of unnecessary and unwise pub- 
lic expenditure. 


SOME PRICE COMPARISONS 


The extent of the price changes dur- 
ing the lively ten days, following the 
Hoover announcement, and up to July 
1, may be showing by a few interesting 
examples: Copper has advanced about 
10 per cent from its 8 cent low. Lead 
is up from $3.60 cwt. to $4.20. Tin is 
two cents per pound higher, at 2514 
cents. Rubber has been marked up 
slightly on limited transactions. Cotton 
is 10 per cent (one cent per pound) 
higher. Hides have advanced about 34 
cent per pound. Steel remains about 
the same, though much firmer. 


AIDS TO RECOVERY 


Just as sentiment is better, so should 
collection and credit conditions im- 
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tion on the question of merchandising 
appliances is not so well defined as 
that of the electric power companies. 

The Kansas City Power & Light Co., 
while not yet affected by any anti- 
merchandising law, since the Missouri 
Legislature failed to pass one, has de- 





Sentiment 


prove. The promptest possible pay- 
ment of all business and personal in- 
debtedness, and the proper securing of 
what cannot be immediately paid, 
should be the contribution of every 
hardware man—merchant or clerk, 
manufacturer, wholesaler or salesman 
—at whatever sacrifice, to the coming 
of better times. 

Slow-selling goods in wholesale or 
retail stocks must be marked down— 
and down again—until sold. Each 
month a few new and attractive items 
must be bought, advertised, displayed 
and pushed. 

The present low basis on many com- 
modities causes one to consider the 
advisability of converting money in the 
bank into merchandise on the shelves. 
With interest on daily bank deposits at 
such a low rate, the gamble seems at- 
tractive on many lines, particularly 
those that are not likely to deteriorate 
or go out of style, and which are now 
priced at all-time lows. 

Installment selling has evidenced, 
through the months of depression, no 
tendencies of especial danger. Ameri- 
can finance seems to have accommo- 
dated itself to the carrying of the load, 
and payments have been maintained 
surprisingly well by the army of in- 
stallment buyers. 


WEATHER AND CROPS 


Some fear was expressed last week 
as to excessive moisture arid the re- 
port this week is of country-wide high 
temperatures. The combination seems 
to have been generally good for crops, 
although the recent excessive heat is 
hard on man and beast, and has had 
some effect in delaying cultivation. 


BOLTS AND NUTS 


The continued price-cutting by a few 
sellers for several weeks past, has been 
made “official” by all makers announc- 
ing a 10 per cent decline on June 25. 
Manufacturers adhering to the so-called 
“regular” discount, adopted last fall, 
have been losing business to the ir- 
regulars. All sellers unite in deploring 
the new market price as without profit, 
but it remains to be seen whether the 
recent cutters will support the lowered 
market, or initiate further price-nib- 








clared for a more liberal policy toward 
the retail trade. It offers to install, 
free of charge, any good electric range 
sold by any independent retail dealer. 
Indications are that Missouri utilities 
are swinging into line with those in 
Kansas and Oklahoma. 


More Optimistic 
Raw Materials Show Advances 


bling. The demand is some better, but 
is not likely to be helped by uncertain- 
ty as to values. 


INSULATED BOTTLES, ETC. 


Dealers are now enjoying the vaca- 
tion demand for Thermos and Icy Hot 
bottles, as well as lunch-kits. Quart- 
sized bottles sell best for touring and 
camping occasions. 


CUTLERY, CLOCKS AND 
TABLEWARE 


There has been good June selling 
of moderate-priced silverware for the 
summer cottage and home. Newlyweds 
also favor the attractive, inexpensive 
patterns for daily use. Retail dealers 
who are displaying popular-priced 
pocket knives, selling at 25c, 50c, 75c 
and $1.00, report nice business. The 
consumer can today purchase a very 
good knife, American made, fully war- 
ranted, at a dollar or less. Medium- 
priced alarm clocks, especially electric 
alarms, are moving out nicely. Sales 
in the summer months run chiefly to 
inexpensive clocks and watches, for 
traveling or for the summer home. 


POPULAR SHOT GUN LOWER 


The Winchester Repeating Arms Co., 
on June 26, announced another radical 
reduction in the price of their Model , 
1912 Hammerless Repeating Shot 
Guns which have been leading sellers 
in this field for many years. The 
Standard Grade, for example, is about 
30 per cent cheaper than it was a year 
ago—the new retail price is $39.50, 
at which figure the dealer makes the 
same margin as heretofore. The fac- 
tory is seeking volume and explain they 
have been encouraged to do this by the 
results obtained when they introduced 
.22 caliber bolt action rifles at the be- 
ginning of the year, to retail at $4.95. 


FARM EQUIPMENT 


Dairying feels the effect of low sell- 
ing prices, with the natural tendency to 
buy lower-priced separators and other 
equipment. With agricultural ma- 
chinery in the fields, there is an active 
seasonable demand for pump oilers. 
Three advances on copper rivets have 
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been made by manufacturers to keep 
pacé with the copper market. Any 
further advances must be reflected in 
jobbers’ prices. Manila rope for hay- 
ing operations is selling at a rate fully 
equal to 1930, with prices substantially 
lower than during last season. Rope 
costs in general will remain unchanged 
until October 1. 


CLEVELAND 


(Cleveland office of HARDWARE AGE) 
CLEVELAND, July 7. 
OLLOWING an improvement in 


business reported two weeks ago 

the volume of sales has lumped 
back to the previous late spring levels. 
Hot weather the past few days has 
stimulated sales of some seasonal lines, 
particularly electric fans which are in 
heavy demand. Ice cream freezers 
have also become very active. 


JUNE WHOLESALE SALES 


Jobbers report that June sales fell 
slightly below the same month last 
year. Wholesale hardware business in 
the Fourth Federal Reserve district in 
May was 24 per cent below the cor- 
responding period last year. Sales dur- 
ing May fell off 4.3 per cent as com- 
pared with April. The volume of busi- 
ness done by jobbers during the first 
five months from January to May, in- 
clusive, was 24.4 per cent below busi- 
ness during the corresponding season 
last year. 


FARM SUPPLIES, ETC. 


The heavy farm crops are proving 
a stimulus for binder twine, which is 
moving well. Rope continues in fair 


NEW 


New York, July 7. 
NDER the stimulus of favorable 


weather conditions July business 

has received an excellent start. 
Generally speaking, Metropolitan hard- 
ware jobbers are more optimistic over 
current activity and prospects than 
they have been in recent months. Sev- 
eral factors have shown definite im- 
provement, and if further develop- 
ments during the summer are as en- 
eouraging, it is believed that fall will 
mark an appreciable upturn in business 
conditions. June sales of the majority 
of local wholesalers compared quite 
favorably with the same month of 1930. 
It would appear that most jobbers were 
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HOT-WEATHER SELLERS 


Electric fans were front page news 
in the Chicago papers this week, as a 
complete famine of fans has developed. 
One large utility distributor is bring- 
ing in supplies by airplane, while 
wholesalers and department stores have 
exhausted all regular and cmergency 





demand. Garden cultivators are still 
moving quite well, but a seasonal de- 
cline has appeared in the demand for 
other garden tools. The demand for 
insecticides continues heavy and de- 
liveries are very slow on package lots. 
Slow deliveries are more noticeable on 
arsenate of lead than on other insecti- 
cides. There is also considerable call 
for sprayers. Demand for paints for 
outside work and oils continues fairly 
heavy. Screen doors and windows are 
fairly active. 


SPORTING GOODS 


Sporting goods departments are 
keeping busy with a very satisfactory 
volume of orders for about all lines 
for outdoor sports and including base- 
ball and golf goods, tennis rackets and 
fishing tackle. 


PRICE REVISIONS 


Price changes have been a little more 
numerous on important items the past 
week. Jobbers have reduced bolts and 
nuts following the reduction made by 
manufacturers. While no definite price 
has been made by jobbers, most of the 
business from the retail trade is being 
taken now at 70 per cent discount as 


YORK 


within a narrow margin of equalling 
June sales totals of a year ago, while 
in less frequent instances, last year’s 
records were surpassed. 


BETTER TONE EXPLAINED 


Credit for much of the improvement 
in trade sentiment is ascribed to the 
governmental steps that have been 
taken to aid a recovery. Higher trends 
in securities markets have also had a 
favorable effect upon morale. Ad- 
vances have registered in many raw 
materials and basic commodities and 
this is construed by some as a _ har- 
binger of greater stability in the price 
structure, which will likely be followed 





sources, with no prospect of supplying 
the further insistent demand. Screens 
are selling like the traditional hot- 
cakes. The heat wave has brought in 
a deluge of orders for fly nets, covers, 
live stock spray, sprayers and harvester 
umbrellas. Stocks are becoming 
rapidly depleted and dealers are ad- 
vised to order at once to insure a stock. 


Sales Show Seasonal Decline 
June Slightly Below Year Ago 


compared with the previous 60 per cent 
discount price. The price reduction is 
expected to have a stabilizing effect on 
the market which has been irregular 
for some time. Weakness in prices of 
wire products has also resulted in price 
reductions. Nails are now quoted at 
$2.10 per keg out of stock, a decline 
of 15 cents per keg. For less than car 
lots the mill price is 2 cents and for 
car lots mill shipment $1.90 per keg 
has become rather common. Corre- 
sponding revisions have been made in 
wire prices. Solder is up 1 cent per 
Ib. and there have been slight ad- 
vances in brass, tin and lead products. 


GENERAL CONDITIONS 


Generally, conditions show no change 
from the previous few weeks, although 
there has been a little slowing down in 
industries that are affiliated with the 
motor car industry. July and August 
are expected to be dull months, but a 
turn upward is looked for in Sep- 
tember. 


COLLECTIONS 


Collections are still rather slow and 
jobbers occasionally are compelled to 
take through settlements of 
claims. 


losses 


Current Demand Is Brisk 
Shovel Prices Reduced 


by firmer quotations and some advances 
on hardware products. The credit 
situation has also shown recent im- 
provement, although the betterment is 
largely attributed to the effects of a 
cautious attitude upon the part of both 
wholesalers and dealers in granting 
credit and careful attention in collect- 
ing outstanding accounts. The type 
of weather prevailing recently has also 
served as a favorable influence, as sea- 
sonal goods of the hot-weather type 
are enjoying an excellent demand. 


IN BRISK DEMAND 


Some of the most active items on 
current orders are: electric fans, ice 
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cream freezers, screen wire, screen 
doors, window screens, lawn sprink- 
lers, garden hose, sprinkling cans, hose 
nozzles, thermos bottles, water coolers, 
table electric appliances, step ladders, 
garbage cans, hardware cloth, trellis 
wire, flower bed guards, spraying 
equipment, painting supplies, fishing 
tackle and vacation supplies. 

A well sustained demand is reported 
for a wide variety of housewares. Can- 
ning equipment is especially active and 
cleaning supplies are moving in healthy 
volume. Wholesalers and dealers are 
preparing for the grape season and are 
ordering and displaying grape crush- 
ers, fruit presses and related items in 
preparation for the active consumer 
demand in the offing. 

Staple lines are in improved demand, 
although most orders continue to re- 
flect the fact that retail stocks are at 
very low levels, and as a rule, only 
large enough to supply immediate re- 
guirements. 

Little effort to book future orders is 
being made by most jobbers. They 
express the opinion that most dealers 
will postpone their buying of fall and 
winter lines until cooler weather forces 


TWIN 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, July 7. 


HE heat wave which swept the 

country last week covered the 

Northwest, and from reports did 
considerable damage to crops in many 
parts of the territory. In the regions 
where rainfall had been scarce, or 
where there had been no rainfall this 
year, all prospects for a crop were 
abandoned. In some of this area, 
cattle and horses and other stock suf- 
fered greatly and loss was consider- 
able. It is reported that the railroads 
offered free transportation for stock to 
remove it to other sections which were 
more fortunate as to feed. 


EXTENT OF CROP DAMAGE 


Just how badly crops are damaged 
in other sections where rainfall had 
given them a good start has not been 
determined, but it is expected that the 
yield will be greatly reduced. Added 
to this, in some sections of the country 
the age-old menace of a grasshopper 
scourge has appeared. Parts of Ne- 
braska have been swept by the hop- 
pers, and in some sections of north- 
western Minnesota they have appeared. 
But with State and national aid in com- 
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them to give the matter serious con- 
sideration. The instability of prices 
has here again had an adverse effect 
as changes are being made rather fre- 
quently and there is no definite as- 
surance that present prices will hold. 


PRICE TRENDS 


The price trend continues downward, 
but with few exceptions, the price re- 
visions being announced by manufac- 
turers are of minor importance. Per- 
haps the most important change that 
has recently taken place has been a 
substantial reduction in the prices on 
the popular grade of strapped back and 
socket shovels and spades. Most lead- 
ing manufacturers have issued extreme- 
ly low prices on shovels and spades 
in the inexpensive grade and whole- 
salers declare that quotations are un- 
doubtedly below the cost of production. 
The bolt market is weak and shading 
of the 60-10-10 discount from broken 
case lists is fairly common. As a rule, 
staple lines have shown more price 
weakness than other types of merchan- 
dise. It is considered improbable that 
any major revisions will be made in 
spring or summer lines this season. A 
firmer price tendency would do much 





CITIES 


bating them, it is hoped to greatly limit 
their destructiveness. 


FARM PRODUCTS ADVANCE 


One result of the heat wave is 
that prices have been somewhat 
strengthened on farm products, to the 
benefit of those who have products to 
sell. Hog prices, after a, drop a fort- 
night ago, have advanced again. Other 
stock prices show a better condition, 
and poultry products are somewhat 
advanced. 


TRADE OUTLOOK 


General opinion still seems to be 
that market conditions in general, and 
the volume of buying, will show im- 
provement after the summer lull. It 
is generally expected that July will not 
show any great advance, but that as 
fall approaches, business will begin to 
experience a forward movement. In 
the common parlance, “Things are go- 
ing to pick up for the fall trade in 
many lines.” 


STOCKS ARE LIGHT 


Stocks are still light, as dealers have 
not been inclined to buy in excess of 
their current needs. Orders in all lines 








to bring about greater confidence in 
the trade. 


MAY WHOLESALE SALES 


The monthly report of the Federal 
Reserve agent for the New York dis- 
trict, in referring to wholesale sales for 
the month, says: “The dollar volume 
of sales of the reporting wholesale 
dealers in this district during May 
averaged 21 per cent below a year ago, 
a somewhat larger decline than in the 
two preceding months. The decline 
in the sales of hardware, after dimin- 
ishing in March and April, was rather 
large again in May.” 


N. Y. HARDWARE SALES 


‘According to a Census Bureau re- 
port which was recently issued, 2030 
hardware stores in New York City em- 
ploying 2118 full time employees, had 
net sales of $42,367,527 in 1929. Stocks 
on hand at the end of 1929 were 
valued at $14,936,584, while salaries 
or wages paid during the year 
amounted to $3,135,094. Independents 
did 60 per cent of the business in the 
five boroughs of the city and the total 
volume of retail business consummated 
in the city in 1929 amounted to near- 
ly four and a half billions. 


Heat Wave Hits Northwest 
Electric Fan _ Shortage 


reflect this condition, and are inclined 
to be more in the nature of fill-ins for 
current consumption. 


ELECTRIC FAN SHORTAGE 


One result of the ten-day high tem- 
perature was that electric fans were 
greatly in demand. It is estimated that 
jobbers in the Twin Cities sold as 
many as 8000 electric fans, and were 
practically cleaned out on all sizes and 
kinds. Retail trade in this line was 
one of the high spots in sales in every 
store where fans were carried. Hard- 
ware, electrical and department stores 
did a thriving business and were com- 
pelled to reorder from jobbers again 
and again, until stocks were exhausted. 
Lawn hose sold freely in the cities and 
towns where city water was available. 


PRICE CHANGES 


Prices show some changes this week. 
Solder prices are stronger, the best 
grade being quoted at 20 cents per 
pound in 100-lb. boxes. Galvanized 
steel sheets, 24-gage, are slightly lower, 
at $4.15 per cwt. Black steel sheets 
have not changed. Sheet copper is 
firmer in price by a half cent per 
pound. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 
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Special Service on Catalogue Pages 
and Newspaper Advertisements 





It pains us to see a picture of some dis- and brains to make our dealers’ advertising 
carded model with an out-of-date descrip- service, and jobbers’ catalogue service valu- 
tion in a dealer’s newspaper advertisement able. Those who make use of it tell us that 
or a jobber’s catalogue. Also, this old or it sells goods for them. The service is free, 
poorly arranged material wastes money and and if you are not making use of it you are 
loses business for the dealers and jobbers not doing your business justice. 
who use it. Before getting out your next catalogue, 
Are you sure that your cuts and descrip- we suggest that you consult with our Adver- 
tions of Remington Products are up-to-the- tising Department, 29 Warren Street. We 
minute? We spend a lot of time, money, will be glad to check your cuts and copy. 
The Greatest Value Ever Offered— rf PGE. 
The Remington Standard American ¢ e 
Dollar Pocket Knife President 











REMINGTON ARMS COMPANY, Ine. 
25 Broadway, New York City 
Phone Digby 4-2300 


FIREARMS on CUTLERY 
AMMUNITION Originators of Kleanbore Ammunition CASH REGISTERS 


© 1931 R. A. Co. 
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PORTABLE AW 


‘HAND OPERATED 


; CUTTING TOOLS 


Combining the power multi- 
plication principles of the 
lever and toggle joint to pro- 
duce an extremely efficient 
two hand cutting device 
witha variety of jaws to per- 
form various kinds of work. 
The Porter line embraces 60 
models and sizes — all port- 
able requiring no bench or 
support and with work ca- 
pacities far beyond any other 
type of quick action portable 
hand operated cutting tool. 


The illustration at the up- 
per left shows the standard 
Porter Bolt Clipper — a tool 
in general use for nearly half 
a century, for cutting bolts 













A ee 


and soft rods. The 
maximum capacity of 
the largest bolt clipper 
is 3-4inch annealed 
bolt in the thread or 
§°8 inch soft rod. 


‘On the right is a modi- 

fied form of the origin- 
al tool with jaws de- 
signed for splitting 
nuts. This tool in the 
largest size will split 
the nut of a 3-4 inch 
bolt. Invaluable in re- 
moving nut which for 
any reason cannot be 
turned or removed 
with a wrench. 





Porter Tools are sold by 

nearly all the leading 

jobbers and mill supply 
ouses everywhere. 

Write for illustrated 

pais or ask your job 
er. 


HK PORTER} 


8AshlandStret = INC. & 


EVERETT® 3 
MASS. 
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A Sales Training Stunt 


F you are interested in improving the salesman- 
ship of your employees, try the following: 
Call your sales force together and appoint each 
one of them a special salesman for some one item 
for a period of a week. Give each one all the book- 
lets, sales information and advertising material you 
have on the item he is to specialize on. Say to them: 
“Each one of you is the special salesman of this 
item for the next week; you have the material that 
the manufacturer of each line has sent us. Now 
read it, look the item over carefully and see how 
many selling points you can find concerning your 
particular specialty. You are not to neglect your 
regular work in any way, but wherever possible I 
want you to talk to every customer you come in 
contact with about the item you are to sell. Don’t 
overdo it, but whenever you get an opportunity slip 
in a few words about your specialty.” 
| Then set up figures from your records repre- 
| senting the normal average weekly sales of each 
item referred to. At the end of the week pay a 
small commission on the sales of specialties above 
the normal weekly average. 

The following week assign each salesman to some 
other item or line. Keep this‘program up for a year, 
and you will have an exceptionally well informed 
sales force, with special sales training. Meanwhile 
your sales volume and your profits will show a 
| healthy increase. 








A Hard Season for Business Orphans 


| EVER before has business required so much 
| \ attention from the man at the top. Nor has 
there ever been a time when such a premium 

was placed on originality of thought and action. 
_ Every consumer is besieged by hundreds of sellers, 


| all trying to get the largest share of his dollar. The 


merchant with a small business, which he has 
worked hard for years to maintain, wakes up to 


_ find himself crowded out by a competitor he didn’t 
| know existed just a few years ago. 


The only way to win out in business today is to 
work and think every minute of the working day; 


| to give the public an unending variety of new ideas, 
| new methods and new merchandise. We can’t do a 


ten-hour job in a four-hour day. We are facing a 
period of shorter lunch periods, less golf and fewer 
side issues. In fact it looks as though the success- 
ful merchant of the next few years will be the one 
who makes business his job from sun-up to sun- 
down, and who watches that business as a mother 
watches her child. 

It is going to be a hard season for business or- 
phans. 
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Everedy Sugar Meter 


The Everedy Co., Frederick, Md., 
offers the Everedy No. 500 High 
Speed Sugar Meter, a device for 
quickly and accurately measuring a 
half teaspoonful of sugar at a time. 
Funnel of the sugar meter is filled 
and then by pressing a plunger the 
exact amount of sugar is released. 
The funnel is made of special alumi- 
num and die-cast body is attractively 
finished in nickel. 
cents. 
end guesswork and troublesome measuring in home bottling 
and preserving. 








Silver Lake Tubehank 
Package for Sash Cord 


To eliminate the bother of untying the spiral coils of cord 
around sash cord, Silver Lake Co., Nestonville, Mass., now 
wraps sash cord by the Tubehank method. Instead of spiral 
coils, a heavy paper wrapper, or tube, contains the sash cord. 
To remove a length of cord, the workman simply pulls one 
end and the cord comes out straight, ready for assembly into 
the window sash. Container stays on and protects remaining 
cord and also prevents unwinding. Of interest to dealers 





and wholesale distributors are the three tier containers 
around which a rectangular corrugated sleeve is placed. 
This method permits 36 hank shipment in one handy con- 
tainer. When the distributor wishes to fill a split order, he 
merely reships one of the three cartons contained in the 
telescopic case. Remaining hanks are protected and kept 
clean in storage. Each individual carton of twelve hanks 
is its own display box, which may be placed on the counter 
without danger of individual wrapping being torn. 





Electric Aire 
Clothes Dryer 


The Electric Aire sanitary 
clothes dryer is available 
in two sizes, the Duplex 
and regular models, hav- 
ing a drying space equiv- 
alent to 150 and 75 feet 
of clothes line, respective- 
ly. Heat jacket snaps 
over clothes on the dry- 
ing rack in a moment, 
thus protecting them 
from dust and conserving 
heat. When not in use 
the appliance may be 
folded like an umbrella. 
It is of light weight. 
Dryer may also be util- 





List price is 50 | 
It is especially designed to | 








ized as an electric heater, by detaching upright standard by 
a turn of the wrist. Whether the washing is done at home | 
or in the wet wash laundry, it may be used to advantage. | 
The maker guarantees this appliance for three years against | 
mechanical defects. Rochford-Sears, Inc., 1120 S. Michigan | 
Ave., Chicago, IIl., is the maker. | 
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Ou Deova that 
swing in Lovely 


y 9) 
owes soe Pleasant 
Homes, striking examples 


of livability in all price 


ranges, are found equipt. 


with GRIFFIN Hinges and 


Butts. The GRIFFIN Line includes items to meet every 
Hinge requirement throughout the home and the garage 
as well. } Each embodies the skill, precision, finish and 
ability to give lasting service, which has characterized 

-- the name of GRIFFIN since 1899. 











































RIFFIN 


anufacturing Company 





ERIE, PENNSYLVANIA 








MANUFACTURERS 





Branch Offices:- 


NEW YORK: 45 Warren Sr. 
CHICAGO: 555 W. RANDOLPH ST. 


BOSTON: 113 PuRCHASE ST. 
SAN FRANCISCO: 703 Marker St. 
















HERE 
ARE THE 
BLADES 
YOU 
SELL FAST 


If you are not now car- 
rying SIMONDS Hack Saw 
Blades you are passing up a 
profitable, fast selling item. 
These are the well known 
and extensively used hack 
saws with the RED END. 


SIMONDS 
The Tungsten Steel 


Poputar Hack Saws 
Trade Marked in Red 


The tools which me- 
chanics prefer above all 
others. High tungsten 
steel with perfect, wear- 
resisting teeth make 


Red End hack saws the 





quality blades you 

should sell. 

Your Jobber Can Sup- 
ply You 


SIMONDS 


Saw and Steel Co. 
“The Saw Makers” 
Established 1832 


Fitchburg, Mass. 











Windows Are Your “Show’’—Puat ‘em Over 





(Continued from page 31) 


into a test tube. Are they spot- 
less, polished, well finished, 
clean. When a store talks 
through its windows, something 
is going to happen. Immaculate 
windows are positive; dirty win- 
dows, negative. Spotless, pol- 
ished windows appeal; dingy 
windows repel. 

The job of the window artist is 
to develop an intelligent, artis- 
tic, alluring, ever-changing, nev- 
er-ending presentation of wanted 
and needed merchandise. The 
subtle power of originality be- 
longs to but few. Setting the stage 
for a modern theatrical produc- 
tion demands the extreme, the 
nth degree of originality. Use it 
in your windows if you can. Use 
the other fellow’s thunder if you 
can’t. Play up the glad side of 
spring work; the joy of Christ- 
mas; the thrill of hunting; and 
comfort of the well equipped 
home. 

Window cards complete the 
setting, adding believability to 
the display. The stupid clerk 
hands you a hammer and says, 
“$1.50.” A poor window card 
does the same thing. Good win- 
dow cards give facts of fashion, 
construction, operation and price. 
They should be uniform in color, 
well lettered, brief and complete. 
To turn your profit curve up- 
ward, use plenty of window 
cards. Are your window cards 
intriguing? 

Expert window advertisers 
agree that backgrounds and pan- 
els are most efficient when they 
shut off the window from the 
store. Timid shoppers do not care 
to inspect a windew when those 
in the store can look out at them. 
All fixtures should be selected 
with a view toward giving mer- 
chandise the advantage in point 
of attraction. Rugs, lamps, ta- 


bles, pedestals, drapes and other 
equipment are necessary, but 
should be used with care lest the 
attention of the shopper be drawn 
from the merchandise displayed 
to move. 

The motoring public and other 
transients are controlled in their 
shopping excursions by the gen- 
eral appearance of stores. Shrewd 
merchants “are extending every 
effort toward improving the ap- 
pearance of their stores, realiz- 
ing that the first impression the 
store gives people has much to 
do with return visits and future 
sales. What’s wrong with the 
general appearance of most win- 
dows? No enthusiasm; no human 
interest; lacking in selling punch. 
Perhaps the windows are dirty, 
the element of arrangement over- 
looked, or faulty illumination. 
“Seeing is believing”—and buy- 
ing. Magnetic appearance en- 
courages belief and stimulates 
buying. How’s your score on 
general appearance? Ask your 
windows these questions: Is this 
an honest picture of my store? 
My merchandise? Is there a rep- 
resentative assortment back of 
this display? Does this window 
create the impression that ours 
is an alert, friendly, up-to-the- 
minute store? Does the display 
arouse the desire of the custom- 
er? Does it sell goods? 

Most folks are doing you a 
favor to look in your windows 
unless you change them at least 
once a week. Exposing goods to 
the public in panoramic fashion 
—a fascinating procession of 
wanted and needed merchandise 
—is the magic force that makes 
stores greater, retailing more 
profitable and merchants richer. 
Items of large unit value ex- 
cepted, it may take more work 
but you can maintain any flow of 
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merchandise you have ever at- 
tained by driving hard and fast 
through your window displays. 

Every store owes its merchan- 
dise a proper setting, a showing 
in advance of the season, an ef- 
fective introduction. Showing 
them what they want and need 
before they realize that they want 
it, is a good rule to follow. Jack 
and Jill don’t go up the hill, now. 
The path up the hill is overgrown 
with weeds. Folks go spending 
where things are shown and pre- 
pared for them in advance! It 
has been said that the retailer’s 
business is to sell and to sell, if 
possible, before he has to pay 
for the goods. Timeliness of dis- 
play will help the retailer ap- 
proach this ideal. Display lawn 
mowers in February; bathing 
suits in April; ice skates in Octo- 
ber. Repeat the doses in season. 
Give merchandise a square deal. 

If your hunting, Thanksgiving 
and Christmas displays are not 
already in process of develop- 
ment, you are slow on the trig- 
ger. The importance of advance 
scheduling and planning cannot 
be overemphasized. No matter 








what the size of your store may 
be, definite planning of sales and 
advertising is essential to prog- 
ress. Planning may be seasonal, 
anything that will suit the needs 
of your business. Why not a cal- 
endar of window action for 
1932? Make it a 52-act drama, 
if you like. Highlights and spe- 
cial acts, such as Mothers’ Day, 
vacation time, an_ institutional 
act, an electrical ensemble will 
make the cash register ring mer- 
rily. Set up your calendar of 
window action for 1932—fore- 
cast and anticipate. Such a con- 
structive effort toward improv- 
ing the probabilities will not go 
unrewarded. 

Your windows are more im- 
portant than ever before. An ac- 
curate checking of reasons for 
the first purchase at your store 
would give high rating to the an- 
swer, “I saw it in the window.” 
Window advertising is voted 
“first” in consumer interest. To 
gain sales economically, use the 
advertising medium that has eco- 
nomic reasons for its existence 
and success—your windows. 





How to Be a Master Retailer 


(Continued from page 37) 


a reasonable amount about the 
merits of the goods he is trying 
to sell, your customer would lose 
confidence just the same. 

So, our Master Merchant must 
not alone be able to create an at- 
mosphere of friendliness and sin- 
cerity among his salespeople, but 
it is also incumbent upon him 
that those who contact for him 
with his customers should be 
highly trained in the technique 
of the goods which they are re- 
quired to sell. 

Recent surveys have demon- 
strated the fact that 85 per cent 
of all lost sales are due to just 
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two causes—lack of a proper 
knowledge of the stock or indif- 
ference on the part of the sales- 
person. The Master Merchant 
must not tolerate either of these 
defects in his sales organization 
—otherwise he is not a Master 
Merchant. 

A Master Merchant must, 
above all things, be human—he 
must understand people—must 
be able and willing to get close 
to them—must be sympathetic— 
must literally feel the fears and 
know the ambitions of those 
about him. 

We must assume that a Mas- 
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LAMINATED 
-PADLOCKS; 


The 
Most Popular 
and 


Biggest Selling 
High Quality 
Padlocks 


on the Market! 





Sold Exclusively 
Through Legitimate 
Jobbers 





MASTER LOCK CO. 


World’s Largest Exclusive 
Padlock Manufacturers 
Milwaukee, Wis., U.S.A. 


oil 


anneal 
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Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 











THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 











OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display . . . display 

. and still more display. 
What is out of sight is largely 
out of mind. Let your stock 
do its own measure of selling. 
There is a continual stream of 
articles in HARDWARE AGE 
to aid you in effective window 
and counter displays. 


Keep in Step With This Modern Trend 
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ter Merchant must have a high degree of intel- 


| ligence—otherwise he could not be a master of any- 
thing. But if this master mind refuses to bring 


himself down to the levels of intelligence of the 
most lowly and try to understand and sympathize 
with their point of view, he not alone misses one 
of the greatest privileges in this world, but he im- 
mediately displays a defect in his own make-up— 
he lacks humanity. 

And, indeed, we may say that few highly in- 


_ telligent people have ever succeeded in this world 


who have not possessed thé ability to instantly and 


| modestly assume the mental level of those with 


whom they come in contact—to be able to greet a 
man on his own ground is a great gift. To be able 
to graciously accord full credit to others for the 
good things they do is the underlying secret of suc- 
cessful management. 

We should remember: that high intelligence, in 
itself, is a repellent—the less intelligent become 
afraid of the brilliant mind. And yet, if the in- 
telligent are to accomplish anything worth while, it 


_ must be by and through their contacts with the less 
| intelligent, which compose the major portion of the 


Merchant?” 


world. 

It, therefore, becomes imperative to success that 
high intelligence should be concealed in the cloak 
of humanness, generosity and understanding. We 
must guard against high-hatting anyone—we must 
be willing to ask and receive advice from anyone; 
but we must also be willing to answer and advise 
everyone to the best of our ability—we must be very 
human, for the more human we are, the greater will 


| be our success. 


Now, a word as to “Why the Master Hardware 
As I have already suggested, we all 


_ must have an ideal before our eyes to inspire the 


best that is within us—without this inspiration we 
cannot do our best. 

Thus, gentlemen, I am handing you an ideal— 
an inspiration—a mark to attain. Possibly we can- 
not all become masters. But we certainly can do 
a great deal toward approaching the goal. Let us 
all go into the coming year with the single thought 
in mind that we will each do our best to become 


Master Retail Hardware Merchants. 
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——,, Devil Grip 


Auto Polish 





pound, according to the maker, 


Grip Mfg. Co., Hopkinsville, Ky. 





owners in taking the proper care of the 
finish and preserving the lustre. Devil 











lon containers. 











Dixie 6 Lb. 
Electric Iron 
This 


electric 


six - pound 

iron, made 
by the Dixie Metal 
Products Co., Bir- 
mingham, Ala., can 
be furnished in nickel 
or chrome plated 
finish. Both models 
have semi-bevel base 
and colored handles. 
Irons are shipped in cartons of six, weighing approximately 
40 lb. per carton. Handles are offered in red, green and 
black finish, two of each color being shipped in a carton. 
List prices are: nickel-plated, $1.00, and chrome-plated, $1.25, 
less cord and plug. Iron has one year guarantee. 





Universal Level 


Horizontal planes may be 


quickly and __ accurately 
leveled in all directions sim- 
ultaneously by using the 
Universal level, according 
to its maker, the National 
Electric Products  Corp., 
National Metal Molding 
Division, Fulton Building, 


Pittsburgh, Pa. It is de- 
signed for leveling where 
height adjustments have to 
be made in installing floor distribution systems. Measure- 
ments are 41% in. at the widest point and 1 in. high. 








Stanley Butt 
Gauge Mortiser 


This is the Stanley Butt Gauge Mortiser 
No. 281, and is designed to simplify mor- 
tising for 3, 344, 4 and 4%4-in butts. It 
gives the butt mortise size, is used to cut 
the mortise to length and serves as a guide 
for the back and side cuts. Because of 
its simplicity and accurate adjustments, a 
carpenter can with very little practice cut 
a smooth, perfectly flat mortise into which 
the butt fits snugly and solidly the first 
time, every time. The tool remains on the 
work until the mortise is completed, making 
it particularly valuable when working in 
dark corners where ordinary score marks 
are difficult to see and work to. All parts 
of the tool are standard, machined and 
are replaceable. The cutters are made of high quality steel 
hardened, tempered and sharpened ready to use. Parkerizing 
and nickel plating give it an attractive as well as a durable 
finish. The Stanley Rule & Level Plant, New Britain, Conn., 


is the maker. 
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Devil Grip auto polish is a carefully | 
prepared and highly refined liquid com- | 
Devil | 
It is | 
especially designed to assist automobile | 


Grip auto polish is sold in pint and gal- | 
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wp ore “ ws 





WITH SUCTION RUBBERS 


Dispway signs 
objects may be 
tached to glass or varnish 
surfaces by using Suction 
Rubber Cups that stick. 

Cup No 1886 
with hook. In- 13,” diam. 
expensive. For Good for hold- 
hanging Signs, ing heavy ob- 
etc. jects. 


and other 
easily at- 


Cup %” diam 


Cup 114” diam. Cup Ne 4905. 

with nut and Has button for 

bolt. For sure attaching — arti 

fastening. cles. 

Other Cups 1%” and 159” diam. 
with 3/16” bolt. 

Send for Complete Folder and 

Prices. 


The ELASTIC TIP asl 


wey ATLANTIC AVE 
BOST: ~~ = ~ FARee 








Stock 


Vand Profit with % 


\Gep). 


On 


Our Lat our 
{ua Ma alrt 


Bronze Pearl NPoultry Straitline 


Fencing 
ore § Galvanized Before Galvanized 

anc Steel Wire 
Galvanized After Cloth 

i in all grades 


Screen Wire} Screen Wire Netting 


BRIGHT Pager Be: LIGHT 
and 14-16-18 Mesh 


Galvanned After ARK 
14-16 Mesh 


ROMAN 7 
146 16 Mesh Bes Hy 14m ty Weaving Weaving 
PREFERENCE Continued preference with _— buyers everywhere, A the — number 


The Gilbert & Bennett Mfg. Co. 


and SERVICE which ‘ended aged Fire —teghchoyr i deck — 
Established 1818 - America's Oldest Woven Wire Factory - Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Eauges 


New York City Georgetown, Conn. Chicago Kansas Citv, San Francisco 
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SPEED UP 
| SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 



























hilemlials: 


Growing disregard for prop- 
erty rights increases demand 
for Fence protection for hun- 
dreds of homes, neighborhood 
parks, playgrounds, miniature 
golf courses, factosies, etc. 

Year-round business. Good 
margin. No investment in 
stock. Highly rated, success- 
ful pioneer company. rite 
TODAY for our interesting 
proposition. 

The Stewart Iron Works Co., Inc. 
737 Stewart Block Cincinnati, Ohio 


AADAAAAALAD ) 
Siege) 


BIGGER VALUE Sells ovens 


Handle the Nesco line and sell 
more ovens. Here are features that 
mean more sales. Full tin lined 
—double walls, asbestos insulat- 
ed—heat indicator—air circula- 
tion — heat deflector —two locks. 
Specify **Nesco’’to your jobber. 
Nationat ENaMeLinc AND 
Stampina Company, Inc. 
13-12th St., Milwaukee, Wis. 


NESCO 







































































































The Nationally 
Advertised Trade Mark 









Just TRY to Find its 
Equal Under 100% 


Here is Mola quality that meets and BEATS price competition! 
Exactly the same Electric Washer that broke sales records at 
$129.50. Porcelain-enamel Armco Tub, balloon-type rollers, spe- 
cial aluminum agitator, Bronze bearings, Full-size motor, etc, 

See your jobber or write. We will leave it to you if FACTS don’t 
prove it the greatest value you can offer. 


MODERN LAUNDRY MACHINE MFG. CO. 
4136 Fullerton Ave., Chicago 
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| offered 
| electric ranges. 
} The 


| and easy installation. 


Chromalox Super-Speed Electric Range Units 


Chroma | o x 
su per - speed 
electric range 
units, made by 
the Edwin L. 
Weigand Co., 
7500 Thomas 
Blvd., Pitts- 
burgh, Pa., are 
for 


maker 
states that this 
element com- 
bines the advantages of speed, efficiency, safety, long life 
Smooth, flat top has chromium alloy 
heating surface. List prices vary according to size of element 
as follows: 660 watts, $6.90; 1000 watts, $6.90; 1200 watts, 





| $8.00; 1500 watts, $8.30; 1800 watts, $8.75; and 2000 watts, 


$8.75. Heating elements are fully inclosed. 





| Milton Bradley Offers 


“Broadside” Game 


| two lead pencils make the game complete. 


Broadside is the name of a game of “naval strategy” pro- 
duced by Milton Bradley Co., Springfield, Mass. It requires no 
counters, board or cards, as the printed diagram sheets and 
Broadside is pre- 
sented in a unique and handsome package of portfolio type 


| with folding covers, tape ties and pockets for diagram book- 





| Opening for sash is optional. 


lets. Object of the game is for each player to determine the 
location of his opponent’s unseeri fleet of battleships and sink 
it by direct hits. Suggested retail selling price is 50c. 





No. 1099 
Over-Way 
Door 


The Richards- 
Wilcox No. 1099 
Over- Way Door 
is especially 
adaptable to 
places where the 
doors must be out 
of the way when 
in open position. 
Doorways varying 
in size from 8 ft 
x 78.6 in. to 12 
ft. x 12 it: may 
be equipped with 
Hardware may be obtained from Richards- 
Complete equipment with or without 





this equipment. 
Wilcox, Aurora, IIl. 
| sash, but not including glass and glazing, is also available. 


Doors are neat in appearance 
and have rugged frames, strong panels and ship lap joint 
construction so that the water drains outward. Larger sized 
doors are reinforced with steel stiffeners. Outside hinges carry 
rollers which run in the track and guide the doors up and 
over. Lifting mechanism has two helical oil tempered springs, 
perfectly counter-balanced, so that only slight upward pull 
is exerted to help the door go up by itself. Door is brought 
down to within reach of the hand by slight pull on the drop 
cord attached to lower section. Rollers are of steel with ball 
bearings and over-sized hardened spindle. Chains are used 
in place of cables. Mechanism is attached to inside, thereby 
affording weather protection. 
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Atkins 
Silver-Steel 
Saws No. 101,150 


To meet the de- 
mand for high grade 
quality saws, at a 
moderate price, E. 
C. Atkins & Co., 402 
S. Illinois St., Indianapolis, Ind., offers the No. 101 and No. 
150 saws. No. 101 is a flat ground, skew back saw with new 
style beech handle, finely lacquered. It has two brass screws 
and medallion. The No. 150 is the same style, but the blade 
is taper ground for clearance. Both saws are 26 in. long 
with 8 point per inch. Saws are offered especially for use 
of farmers, householders and others requiring a good saw, 
but not an expensive one, says the maker. List prices are: 
No. 101, $1.00, and No. 150, $1.50. 











Toledo Metal Wheel Co. 
No. 1199 Falcon Plane 


The Toledo Metal Wheel Co., Toledo, Ohio, offers new 
airplane models. No. 1199 Falcon which bears the U. S. 
Mail service insignia on the wings is one of the new models. 





Equipment includes landing lights, siren and imitation Pratt 
& Whitney wasp motor. All three propellers are synchronized 
and revolve when plane is in motion. Tangent spoke ball 
bearing front wheels are fitted with 2.50 x 12.75 pneumatic 
balloon tires. 





Madmar Puzzle Trunk 

The Madmar 
Puzzle Trunk 
lists at $2.50. 
It consists of six 
trays, each with 
individual jig 
saw puzzle, 
wrapped in cel- 
lophane. Trays 
may be used for 
general play 
room use, while 
trunk itself may 
be used _ for 
doll’s _ clothes. 
Trunk is attrac- 
tively made with 
imitation Euro- 
pean hotel 
labels on the 
outside. Madmar 


Quality Co, 
Utica, N. Y., is 
the maker. 
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SPRING HINGES 
Sell Quality and Satisfaction 





The Relax is a Quality 
Hinge that will give com- 
plete satisfaction. 


By selling Relax Spring 
Pivot Hinges you will estab- 
lish a demand for an article 
of Quality which can be sold 
profitably. 


It is better to sell one cus- 

' tomer a quality article at a 
Tne 6001 profit than to sell two cus- 
Spring Pivot-Hinge tomers articles so highly 
competitive that all profit must be sacrificed. 


Sell the “Relax,” on its quality, for profit. 





Send for New Catalogue H 47 


Chicago Spring Hinge Company, 
NEW YORK CHICAGO 


U. S.A. 

















Distinctive 
Among 
Belt Lacings 


Only Alligacor Steel Belt Lacing 

combines the features of (1) a 
smooth, flexible, rocking joint (2) great surplus strength (3) 
preservation of the belt ends and (4) easy, rapid application 


with a hammerasthe only cool. It compresses the belt end in 
a powerful vise-like grip. No holes to punch. Often lasts the 
full life of the bele. Suitable for all types of belting. Eleven 
sizes. Made also in Monel Metal.Jorder through your jobber. 

FLEXIBLE STEEL LACING COMPANY 


4616 Lexington Street Chicago, IIlinois 
In England at 135 Finsbury 
Pavemenc, London, E. C. 2 


“NEVER 
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bade ccsins BROTHERS 


Hardware Cloth | 
Made from best Open Hearth Coming Hardware 


Steel, full gauge wire galvan- 


ized AFTER woven. Every Conventions 


operation controlled by us. 
Standard widths, six inch steps, 


12 to 48 in. 50 and 100 lineal 
ft. rolls. AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 


Ask Your Jobber. | Convention, New Palmer House, Chicago, IIl., Oct. 19, 20, 
| 21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 

















Iowa ReTaiL HaRDWARE ASSOCIATION CONVENTION AND 
ExuiBiT10n, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 


Pp OULTRY SUP Pp LIES vention sessions will be held at the Hotel Savery, and the 


Theakands of Bioss Poul: hardware exhibit at the Des Moines Coliseum. Philip R. 


Gy Fountains are in dally | Jacobson, secretary, lowa Hardware Building, Mason City. 
use, They save time, pro- 
vide the flock with plenty 
of clean water, are trouble 
free and give long service. 

One of the many good items Micuican Retait HARDWARE ASSOCIATION CONVENTION 
in Moe's Big Line of Poul- | | «np EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 


try Equipment. 4 . 
Office, Marine City. 











Write for 
Moe’s Automatic Catalog | 
Poultry Waterer and Prices | 


MINNESOTA RETAIL HARDWARE ASSOCIATION CoNnvEN- 
OEFT &,COMPAN TIon, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 


2305 Davis St. North Chicago, Il. Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 


Minneapolis. 
DIAMON D 











NATIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 








Diamond Tools are made in various 
styles and finishes to suit the re- 
quirements of your customers. 


New EncLAND RetaiL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExuiBiTION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
| George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


All are guaranteed. Drop forged 
from high grade tool steel. Hold 
under severest strains. 





Write for more detailed information. 


DIAMOND CALK HORSESHOE CO. 
4622 Grand Ave., Duluth, Minn. 




















SPECIAL TABLE OFFER | NortH Dakota Retait Harpware AssociaTION Con- 


Hogs oy se asa 93 Think of a genuine Heller Merchandising VENTION AND ExHIBITION, Feb. 10, 11, 12, 1932. Place 
Balance “si Sie Soule “Geskona ‘to tausemie pout . , 
a 4 sales. At this low price, you can afford | | of meeting to be decided later. C. N. Barnes, secretary, 


to equip your store with tables. Easy 

monthly payments make it possible to pay | Grand Forks. 
for them out of income they bring you. | 

Full size—7 ft. x 30% inches. Height 

34% in. Beautifully finished in medium | 
gloss oak. This | 


offer is good for F R E E ! 
yg -—— EE Fig owned Soutu Daxota RetaiL HarpwareE AssociATION Con- 


havo another | alshed tree with VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 


loa ohne manager-treasurer, 2344 Nicollet Ave., Minneapolis, 

















low a price . 
ee eel Minn. 


HELLER & CO., M lier, O. 
SEND THES Wea cas te ane obaet 


COUPON —_ 7 ete, information on your special summer 


7A SIGN NAME AND ADDRESS IN MARGIN 
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CLASSIFIED ADVERTISING 
RATES 





post paid. 

Positions Wanted and Help Wanted adver- 
tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers | 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities, 





Accounts Wanted” “Sales Representa- 

Advertisements from unemployed tives Wanted” advertisements. Discounts ee Classified Advertising a 
accepted free of charge ; inserted 4 insertions, 10 7 off, 8 insertions, 15% off. 
i i s . Due to the special rate, these discounts do 
in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 act ciate em Pasties Wamed or Help 
Box number address may be used. Each additional line............ 60 Wanted Advertisements. 
All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWARE AGE is published each Thursday. 

Each additional line............ .80 Forms close Nine Days previous to date o 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


a DISPLAY RATES _ 


” “Sales 








publication. 





Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 











POSITIONS WANTED 


POSITIONS WANTED 





HARDWARE MAN, with many years of retail experience, desires a 
permanent connection with a progressive dealer. I have an expert knowl- 
edge of shelf and builders’ hardware, tools, paints, plumbing, electrical 
supplies, farm and garden implements. Can take complete charge of 
paint or builder hardware departments and am well versed in modern 
sales and merchandise methcds. Excellent references. Address Box 
J-376, care of HarpwareE AGE, New York City. 


ILLINOIS CAPABLE SALES REPRESENTATIVE of responsibility, 
fifteen years’ successful commercial sales experience, seeks representation 
for Illinois territory of a responsible manufacturer of high grade mer- 
chandising products offering repeat sales possibilities, suitable for Depart- 
ment Stores, Hardware, Furniture, Electric Stores. Commission basis or 
as manufacturers representative. Address Box J-307, care of HarDWARE 
Ace, New York City. 


POSITION WANTED by an experienced Hardware and Supply man, 
having sold the wholesale, retail and department store trade in New York 
State and part of Pennsylvania; also a thorough knowledge of the Hotel, 
Restaurant and Public Institution equipment lines in buying, selling and 
laying out kitchens and dining rooms complete. Address Box J-366, care 
of Harpware Ace, New York City. 








YOUNG MAN, 27, college education, thoroughly experienced in hard- 
ware and housefurnishings. Six years as salesman in the metropolitan 
area and four years with leading New York department store as assistant 
buyer of hardware. Wishes to make connection with view to future. 
Address Box J-318, care of Harpware AcE, New York City. 


SALESMAN desires change. Age 31, married. Seven years with one 
of larger hardware and sporting goods jobbers. Two years with present 
manufacturer calling on both dealers and jobbers. 


Excellent references. 
Will consider any territory but prefer New York State. Address Box 
_ York City. 














J-379, care of Harpware AGE, New 
SALESMAN, 12 years’ experience “selling jobbers and dealers. Married. 
Forty years old. Best of references. Go anywhere. Worked and 





Nebraska, Towa, Wis- 


J-377, care of 


Kansas, 


with the trade in Colorado, 
i Address Box 


Illinois. Available at once. 
New York City. 


acquainted 
consin and 
HaRpDWARE AGE, 





CATALOG COMPILER, thoroughly experienced in hardware, tools, 
mill supplies, etc.. capable of taking entire charge of making catalogs 
for jobbers or manufacturers. Can furnish sample pages or names of 


concerns of catalogs made. Address Box J-286, care of Harpware AGE, 


New York City. 





YOUNG married man, 28, with 12 years’ experience in buying and 
selling, desires opportunity as buyer or assistant buyer with progressive 
jobber or Mail order concern. Large department stores will be considered 
if advancement is offered. Reasonable salary to statt. Will go anywhere. 
Excellent references furnished on request. Address Box J-364, care of 
Harpware AcE, New York City. 

EXPERIENCED MANUFACTURERS’ REPRESENTATIVE, avail- 
able for position, familiar with hardware jobbing and dealer trade through- 
out southern and eastern states. Twenty-nine years of age, single, Amer- 
ican. Willing to travel extensively. * Can furnish A-1 references as to 
character and general qualifications. Address Box J-372, care of Harp- 
WaRE AGE, New York City. 


SALESMAN, thirty-four years’ 








experience in the builders’ hardware 
trade for a manufacturer in Ohio, West Virginia and Pennsylvania. 
Single, sober and a hard worker, can furnish first class references, avail- 
able at once. Address Box J-367, care of HARDWARE AGE, New York City. 


HARDWARE MAN—Desires change, 17 years’ experience in general 
hardware, store management, builders’ hardware, mill supplies, single, 
34 years of age, excellent references, salary secondary to opportunity. 
Address Box J-369, care of HARDWARE AcE, New York City. 








HELP WANTED 








WANTED 


National distributor of Hardware, Implements, 
Plumbing, Heating, Paints, ete., with many 
stores offers opportunity for permanent employ- 
ment to men who have operated or been em- 
ployed in Hardware Stores handling above 
lines. 


Must be able to plan and estimate plumbing 
and heating jobs and also handle ALL other 
duties connected with the successful operation 
of a country Hardware Store. 


Write in confidence giving all details including 
age, names of former employers and past and 
présent salary. Address Box No. 7432-A c/o 
Hardware Age, 1507 Otis Building, Chicago, III. 

















“ 


JULY 9, 1931 





experienced “all. bre anches, House- 
keys, assist 


Address Box 


CLERK, Christian, 33, 
arrange displays, windows, lock repairs, 
Brooklyn, N. Y., and vicinity. 
York City. 


HARDWARE 
furnishing, Paints, 
buyer, chauffeur license. 
J-374, care of Harpware AGE, New 





SALES REPRESENTATIVES WANTED 


in the States of Ohig, 
hardware 

Write 
Address 





MANUFACTURER’S REPRESENTATIVES 
Michigan and Indiana, also in the South, to sell to builders’ 
dealers, high class line of Colonial hardware on commission basis. 
us in detail stating lines now handled and territory covered. 
Box J-370, care of Harpware AcE, New York City. 

SEVERAL territories open for live manufacturer ’s agents calling on 
hardware dealers and jobbers, department stores, etc. We have some 
first class specialties that are necessities and priced to sell. State terri- 
tory and lines handled. Address Box J-371, care of HARDWARE AGE, 
New York City. 

WANTED-—Salesmen calling on retail hardware and “Automobile Acces- 
sory trade, to sell on commission, an additional line of new and improved 
small tools, made by a manufacturer who has had a world-wide reputation 
for making similar tools. Address Box J-356, car of Harpware AGE, 
New York City. 


SALESMEN WANTED—To sell Mall eable Fittings, pipe sinolen, pipe 
couplings, unions and brass goods at 7% % commission on direct or re- 
peating orders. Write for full details. CINCINNATI NIPPLE & MFG 
CO., 1557-69 Gest St.. Cincinnati. Ohio. 


SALESMAN, familiar with Atlantic Seaboard jobbers and industrial 
wire cloth trade. State experience and salary, ex] ected. Address Box 


J-363, care of HARDWARE AGE, New York City. - a 
ROPE SALESMAN WAN TED. 


Ib. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 























100 per cent pure Masile rope, l4e. 
United Fibre 





SALES ACCOUNTS WANTED 


representative calliba on job- 





Thoronabls experienced manufacturers 
bing and semi-jobbing trade in Pennsylvania including Philadelphia and 
Pittsburgh, can handle two additional strong lines. Will give thorough 


representation. Address Box J-375, care of HARDWARE AcE, New York 


City. 
EXPERIE NC E ‘D> 





“salesman wants direct factory line on commission 








for Illinois retail trade. Have sold the trade for 14 years. Accounts 
well gstablished in towns large and small over entire state. Territory 
thoroughly covered. Must be quality merchandise by reliable company. 
Address Box J-373, care of Harpware AGe, New York City. 

MANUFACTURERS’ SELLING AGENT, selling to the wholesale 
hardware, housefurnishing and department store trade, can handle an 
additional line for Pennsylvania, New York and New England. Address 
Box J-368. care of Harpw ARE AGE. New York Citv. 

Ss AL ESMAN covering one and Southwestern Waskiagwan wants 
lines of hardware, electrical appliances and sporting goods on commission 
basis. H. C. COFFIN, 147 Fourth Street, Portland, Oregon. 
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A NEW SERVICE 


DIRECT MAIL ADDRESSING 





a | 


Wee e eS SSS SBS ee 


HARDWARE AGE 


Takes Great Pleasure 


ANNOUNCING 


of Greatest Possible Value to Manufacturers and 
Others Selling Through Hardware Distributors— 


from a List of Hardware Retailers Corrected 


Right Up to the Minute of Addressing: 
WHAT THIS MEANS! 


Elimination of Undeliverable Mail. 


Saving of Considerable Sums for 
Postage. 


Prevention of Loss of Valuable 
Direct Mail Matter. 


THE NEW YORK POST OFFICE 
BULLETIN, MAY 29, 1931, SAYS: 


“During a One Year Period More 
than 12,000,000 Letters Contain- 
ing Circulars and Advertising 
Matter Were Disposed as Waste.” 


Prompt Delivery of Mail—No Lost 
Time for Post Office Directory 
Service-Helps Uncle Sam Cut 
His Postal Costs—Reduces Taxes— 
Everybody Saves. 


Removes an Important Factor in 
Wasteful and Unproductive Di- 
rect Mail Advertising Campaigns. 


Lays the Foundation of a Successful 
Sales Program. 


Assures Being First to Contact Im- 
portant New Hardware Retailers. 


Saving up to $20,000.00 Annually 
for the Up-Keep of an Up-to-date 
Mailing List. 

MUCH MORE COULD BE SAID — 

Your Own Experience Will Bring 
Home to You the Value of This 
New-Up - to - the - Minute-Much 
Needed Addressing Service Which 
We have Developed for Your use. 


WRITE FOR DETAILS 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 
GENTLEMEN : 


Kindly send me the details of your Direct Mail Addressing Service. 


MEN EMME 5 nos geno ssh easaduesesasesaeeevnsies tsresane aes 


OFFICIAL 


PEN a shcc yeas uss chen wes s opel nanos ees eease 
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INDEX TO ADVERTISERS 














THE ADVERTISERS INDEX is published as a convenience and not as & 


No allowance 


part of the advertising pag Every 


will be mete for errors or failure to inse 


eare will be taken to index correctly. 
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Dietz Co. re — | Kester Solder Co............... — | Rich Pump & Ladder Co........ — 
Disston & Sons, Inc., Henry.... — | Kimball Bros. Co.............. — | Richards-Wilecox Mfg. Co........ 
Distillate Stove Co............. — | Kingston Products Corp......... eS ee reer eee — Y 
Dixon Crucible Co., Joseph...... ee ee ee eee — | Pixeon Co., Oscar C....ccccceee - 
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What the buyer wants today 


Customers who come into your store today are 
giving increased attention to values. They want 
to be sure that the merchandise they are buying 
will give them their full money’s worth. They are 
especially likely to favor established products 
made by manufacturers whose names have long 
stood for high quality, consistently maintained. 


Now, with buyers studying values with unusual 
care, Bethlehem Bolts are especially desirable 
merchandise from the dealer’s viewpoint. 


These bolts are made of Bethlehem Steel; have 
clean, accurate threads; are carefully inspected 
before shipment and come to you in strong, neat 
packages. But most important of all, Bethlehem 
Bolts are the product of a large, stee!-making 
organization with a half-century-old reputation for 
making quality steel and steel products. 


Bethlehem Bolts have the high quality that the 


buyer insists on today. They give him sound 
value for every dollar he spends. You can sell 
Bethlehem Bolts with confidence. They are mer- 
chandise of the kind that will help you to make 
new friends and customers. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, 
Atlanta, Buffalo, Pittsburgh, Cleveland, Cincinnati, Detroit, Chicago, 
St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, 
Los Angeles, Seattle, Portland, Honolulu. 

Export Distributor: Bethlehem Steel Export Corporation, 25 Broadway, 
New York City. 


BETHLEHEM 


Chie TEI 


Bolts Nuts 








SELL THEM THE BOLT WITH THE “‘A’’? ON THE HEAD 
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ROM BEGINNING TO END 














The Manufacture of High Grade 


AMERICAN 
Steel Sheets 





is characterized by the use of cor- 
rect materials, properly processed 
by modern methods and experi- 
enced craftsmen, under skilled 
technical supervision. 


AMERICAN Products are supplied in Black and Galvanized Sheets, 
Formed Roofing and Siding Products, Special Sheets, Tin and Terne 
Plates for all purposes. When maximum rust-resistance is an important 
factor, use KEysTone Copper Steel. Also write for full information on 


TU —Y G QULTTEL EEDA LTTE 











Sussipiary oF UNITED STATES STEEL CORPORATION 


AMERICAN BRIDGE COMPANY PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: Om WELL SuPpPLY COMPANY 
THE LORAIN STEEL COMPANY 


AMERICAN SHEET AND TIN PLATE COMPANY CoLuMBIA STEEL COMPANY FEDERAL SHIPB’LDG. & Dry Dock Co. 

AMERICAN STEEL AND WIRE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD CO 
CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY NATIONAL TUBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 
Pacific Coast Distributors—Columbia Steel Company, Russ Bldg., San Francisco, Calif. Export Distridutors—United States Steel Products Company, 30 Church St., New York, N. ¥. 





JULY 9, 1931 











The best Hammer 








at the new 


Now you can revise your entire 
nail hammer stock. No longer 
need you clutter your shelves 
and tie up your funds with 
dressed-up, second-quality 
hammers that hurt your repu- 
tation as a reliable merchant. 


— not when you can offer to 
every hammer buyer a genuine, 
guaranteed Plumb for $1.00. 


Now you have a real nail ham- 
mer leader. $1.50 value! Adver- 
tised for years at that price... 
and for years Plumb’s best sel- 
ler to mechanics and tool users. 


Its Red Handle and Black 
Head are known to millions as 
the mark of a first-quality ham- 
mer. At the $1.00 price they 
will recognize the greatest tool 
value ever offered. 


Get “Trading Up” Unit No. 2 


Plumb has combined the four 
leading sellers among nail ham- 
mers in a compact sales unit con- 
taining one dozen hammers, with 
free counter stand. Each hammer 
has been substantially reduced: 


mi now be ay? Sales 


—the genuine 


| 
PruME Hammer fe. 
| 



















Advertised brand HF 81 
from $1.50 to $1.00. Auto- 
graf, Plumb’s finest, from 
$2.00 to $1.50. HF 82, a 
lighter hammer, from $1.45 
to $1.00. P.T. Co. Black 
finish, the cheapest hammer 
worth selling, from 75c¢ 
to 65ce. 


A simplified line with a 
Counter Salesman that 
shows the amazing re- 
ductions... tells cus- 
tomers that prices in 
your store are the low- 
est in years. 

Order Plumb “Trad- 
ing Up” Unit No. 2 


through your jobber or 











write us. Remember, TheUnit Contains ~~ ee / Retail Price 


your profits are pro- 2 autograf No. AN 11? 
tected because Plumb Gra" Octagon Neck—Full Polished—Sise 11%, *150 
81 00 


does not sell to catalog 4 Advertised No. HF 81—Bell Face—Size 11/4 
houses or chain stores. 2 Advertised No. HF 82—Bell Face—Size 12 $100 
4 Phila. Tool Co. Brand No. 145—Bell Face—Size11, «05 

FAYETTE R. PLUMB, Inc. 1 Dozen Hammers—Selling Price #1 160 
Phila., U.S.A. Dealer Cost $770 
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